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SPAULDING COUNTERS are comfortable, flex- 
ible and strong. They give a shoe better looks, better fitting quality 


and better value. These are real talking points and offer strong sales 


arguments which can be translated into increased nih 


Sales . . . Y's, more sales over the counter. 
PAULDING 


Counters 


“Wnade in North Rochester, N. H. 
NO OTHER PART OF THE SHOE MEANS SO MUCH... ANO COSTS SO LITTLE 


















The dependable way to insure neat, trim appear- 
ance and comfort in shoes of these types is to 
combine rigid heel and shank construction with 
true forepart flexibility. 


They can be as light and airy as you please — 
open at the toe, or heel, or both — but they 
“. must have adequate support in the shank. 


Ws the shank portion that has to be strong and , / 
UNI K INSOLES provide maximum strength / 
wheresit is needed most. fi} (" 
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No. 3450—MADAM-ETTES 
Light Tan Calf overlay Plug 
Oxford, White Ambuck Plug 
and Quarter. White Napline 
sole, 12/8 heel with Nap top. 
4%2to9...AAAtOC... 
$3.85. No. 38 Round Toe Last. 
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ONCE in a shoeman’s lifetime—sometimes not that 
often—comes an opportunity like this. 


It is an opportunity to get in on the ground floor—to be TO 
A N identified from the beginning with the most instantly 
comfortable and instantly salable shoes the industry has 


ever seen. 
U TTE R LY Some of the ablest retail shoemen in America have seen RETAI [ 


the sales-power of the Cradle Heel Tred spectacularly 
demonstrated in the short time that they have been sell- 
ing Bootmaker Guild Shoes. AT 


N EW K] N D If you hope to include these notable shoes in your pro- 
gram for Fall, and for years to come, you should plan 
now ... while ground-floor space is still available. 
OF SHOE Bootmaker Guild Shoes are styled for the best-dréssed $ 
men in America. “High” styles and conservative—-sports, 


business, and military . . . Investigate this important line 


now—and the protected, ground-floor opportunity that 
may be yours. 


BOOTMAKER GUILD DIVISION 
FREEMAN SHOE CORPORATION, BELOIT, WIS. 
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4 THE OLD THE NEW 




















EEL CROSS SECTION 


CRADLED TRED 


WEE CROSS SECTION 


FLAT TRED 


























U. 5. PAT. 1849458 
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ROCHESTER SHOE SPECIALIST 


)4 perfects amazing new comfort principle 


These shoes have a dramatic new comfort feature—the Cradle Heel Tred, originated at 
Rochester, Minn., by J. A. Jung, for twenty years designer of special shoes at that famous 
medical center. 

It is a visible feature. One look tells the story and sells the story. The customer sees, even 
before he feels, how the Cradle Heel Tred cups and cradles the heel and rounds up to 
support the arch—where ordinary shoes force the foot flat. 

Bootmaker Guild Shoes are made with handicraft care and skill. The best leathers from 
the world’s leading tanners are hand-sorted for perfection . . . then only one pair of 
uppers is cut from the heart of each skin. Even without the Cradle Heel Tred, Bootmaker 
Guild Shoes would be as outstanding in quality as they are in value. 
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HEEL TRED 
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BLIND SETTI 
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Blind and Invisible settings for Diamond Brand Fast Color Eyelets are 
being used by a steadily increasing number of manufacturers both for men’s 
and women’s shoes. The heads of these eyelets are a moulded plastic, there- 
fore, non-corrosive. The barrel is made of Anodized Aluminum. 

In blind setting, no metal shows on the inside of the quarters 

— eyelet flanges cannot rub on the tongue. 

With invisible setting, a flot celluloid head on the inside of 

the quarter instead of metal keeps tongue and laces cleaner. 


Both of these settings are done with the use of standard equipment. 


UNITED FAST COLOR EYELET COMPANY BRANCH 
(UNITED SHOE MACHINERY CORPORATION) 
BOSTON, MASSACHUSETTS 
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#900 


RETAILERS 


The TWO most outstanding 
play shoes of the season. 





See them at the Waldorf Astoria, 
March 31 - April 1, New York City 
during the Leather Show. 


ROOM 894-95 








VISIT OUR NEW NEW YORK OFFICE e ROOMS 830 and 843 @ MARBRIDGE BUILDING 


Cambridge 


camBbrinoce RUBBER co. MASS. 


FACTORIES: 
CAMBRIDGE, MASS. TANEYTOWN, MD. ST. REMI, QUEBEC 


BRANCH OFFICES: Los Angeles, Calif. Boston, Mass. Chicago, Ill. SALES MGR. OFFICE: 
47 West 34th St.. New York City Toronto Denver, Colo. Montreal Keyser Bldg., Baltimore, Md. 
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LET’S TALK SHOP... 


-Every week in the year—52, count °em—Boot and Shoe Recorder 
stages a Shoe Show and a Merchandising Clinic before its reading public 


of at least 50,000 readers—shoe merchants and their sales people. 


— Many of these merchants are prospective customers for merchandise 
of your grade and why should they evince any interest in your line if it 
has not a front stage position in the Recorder's weekly Shoe Show. 


— Spasmodic advertising may be all right in consumer media (although 
I doubt this very much), but a Merchant Audience is impressed most 
by Consistent Advertising—as the merchant buys in quantity and cannot 
run the risk of wrong selection, whereas the consumer buys in single units 
and can afford that risk. 


- In considering the Dealer and his reaction toward advertising, kindly 
bear this truism in mind: 
“You cannot expect consistent results 
from inconsistent advertising.” 


- Boot and Shoe Recorder can do a swell job of promoting and selling 
for any manufacturer of a good product who is sufficiently sold on his 
own product to back it up with a consistent advertising campaign. 


—— We'll give you a list of outstandingly successful Recorder advertisers 


if you will ask us for them. 


~— And don’t forget that 194] will be a Retail. Merchandising Year and 
your first advertising objective should be the merchant himself and his 
sales staff—Point-of-Sale. 
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BALL-BAND 


(WITH THE RED BALL ON THE SOLE) 


SPORT SHOES 


ey'VE GOT THE SPEED 
2 EVERY NEED 


© SURE-FOOTED 99 
© wo SKIDS FoR yoy 


Come see these shoes that make fast friends 





MFG. CO., 491 WATER ST., MISHAWAKA, IND. 
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THE ABOVE FLORSHEIM ADVERTISEMENT, IN FULL COLOR, APPEARS 


ON THE INSIDE OF THE FRONT COVER OF TIME MAGAZINE, ISSUE 





OF MARCH 31... FOR THE BENEFIT OF FLORSHEIM DEALERS. 
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“Thumbs Up” 


No. 731 
We named it “Thumbs Up" because as the Valiant modeled by 


LOUIS 


British say, “It can't be beaten" where the demand is 
WHEELER 


for the new wider BROGUE types. It is a Fine Fitter and 
SMART OF LINE. 


UNITED LAST COMPANY 


56 Cherry Street BROCKTON BRANCH Brockton, Mass 


KRENTLER BROS. CO., ST. LOUIS 
OTHER MEN'S PLANTS pat BROS. CO., MILWAUKEE 
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*6JTHE shoe trade, what friendlier 
trade can be; courteous, kind, co- 
operative and free.” Thus we para- 
phrase the classic by the Poet Dev- 
ln. So much for that! 


We wired a few friendly buyers 
and executives in the field and have 
culled from their return wires the 
following opinions as to the ex- 


pected Easter trend. Here they are: 
7 . 7 


S*@5ABARDINE will be very strong 
for Easter. Patent will sell if we 
have enough of it,” predicts Harry 
Cohen, women’s shoe buyer at Abra- 
ham & Straus, Brooklyn. “Navy is 
getting stronger. Brown is impor- 
tant, especially in antiqued finishes. 
Red—very good in alligator, lizard, 
suede, kidskin. Multicolor strong 
because of Cordé. Possibly a fore- 
runner for Summer multicolors. 
Dress shoes still number one and 
will continue to be.” 
* * * 

*¢TAILORED pumps, dress pumps, 
stepins, sandals, open toes with 


closed backs, some open backs. . . 
all these will be important for Eas- 
ter,” according to Herman Delman 
of Delman, Inc., New York. Perfo- 
rated suedes, calfskins, kidskin for 
dress pumps; tailored shoes in rep- 
tiles are among his other forecasts 
for Easter. “Patent leather and ga- 
bardine also have a place in the pic- 
ture. Navy blue is coming in 
stronger; dark brown is very good 
for beige costumes. Red is stronger 
than expected and is carrying on 
into Easter.” 


THE ROLL ON 
BLUE- 





WERRY WEST of Schleisner Co., 
Baltimore, Md., says: 

“Our business is strictly high 
style. Black and blues divided about 
equally between leathers and fab- 
rics. Blues only fair now but will 
continue to grow week by week, 
maintaining their volume better 
than black after Easter. As proven 
volume high spots for our Spring 
selling we like open backs, Cordés, 
saddle leathers, sandals. We always 


(11) 


have sandals and they are selling. 
Watch for a real break from pumps 
co sandals as the season progresses.” 
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PREDICTIONS of substantial 
sales increases have given a more 
optimistic note to buying for Spring, 
according to results of a survey 
among leading department and spe- 
cialty stores throughout the country, 
as announced by T. L. Blanke, man- 
ager of the Merchandising Division 
of the National Retail Dry Goods 
Association. Although increased 
purchases are planned for most de- 
partments, the percentage increase, 
however, over last Spring is moder- 
ate enough to leave ample room for 
readjustment of purchasing, accord- 
ing to sales experience. 

Women’s shoe inventories will be 
the same as last year in 40 per cent 
of the stores; lower in 33 per cent; 
higher in 27 per cent. The peak will 
come at the same time in 65 per cent 
of the stores; earlier in 19 per cent. 
Although one-fifth of the stores re- 





[12] 


ported buying budgets 10 per cent 
or more above last Spring, one-third 
are buying less than last year. The 
typical figure is a 1 per cent increase 
in purchases. 

GABARDINE trimmed or com- 
bined with patent will probably be 
first choice for Easter, according to 
C. F. Perpeet, manager of the Fifth 
Avenue Walk-Over store. All-over 
patent is a close second. Navy blue, 
he expects, will be as good as last 
year. Pumps are number one pat- 
tern. Red will be good for Easter. 
Styles will be more casual than ever 


before. 





PAUL KIRSH of The May Com- 
pany, Los Angeles, Calif., in an- 
swer to our wire, says: 

“Pumps, pumps and more pumps 
—with special attention on open 
back and the return to fashion of 
the seamless opera. Sandals are on 
the increase. Casual type very good. 
Patent leather exceptionally strong; 
also navy blue, brown, antique tan, 
Trinidad tan—anything in beige to 
brown family will be of importance. 
Red—fair, with Kelly green a high 
fashion color that is bound to come, 


we believe.” 
+. * * 


SCHUYLER HARRISON of Har- 
rison Brothers, East Orange, N. J., 
wires, for Easter: 

“Prediction for suburbia: No. 1 
—black with patent accent. No. 2— 
blue and No. 3—turf tan. Very 
early swing to white with color. 
Beige tones negligible.” 

. * + 


HAIGH heel cowboy boots are 
sweeping the country! In a na- 
tion that is boot-conscious, dude 
ranch crazy and movie character- 
ized—to think that the highly deco- 
rative cowboy boot is sweeping the 
country —is only something that 
could happen in America. Well, we 
saw a young lady shoveling snow— 
wearing cowboy boots, slacks and a 
beaver coat one day and the next 
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—Civilization seems to be a great 
idea; why doesn't somebody start 
it? 

—We think we are living in a civil- 
ized age—but are we? 

—Some writer guy said recently: 
"OF all things in the world, the 
rarest is a civilized man at peace 
with himself." 

—Alexander the Great, after con- 
pag most of the world of his 

ay, and surrounded with untold 
luxuries said, after meeting The 
Philosopher Diogenes: 
"Were | not Alexander, | would 
like to be Diogenes.” 

—Even Alexander had a hankering 
for that rare and elusive thing 
called Peace. 

—It's conceivable that Hitler and 
Mussolini and Stalin as well as 
others of that ilk will some day, 
before long, come to the realiza- 
tion that Peace is far more pref- 
—_ —and profitable — than 

ar. 


St Teen 


President 





day a dozen drum majorettes lead- 
ing a parade wearing cowboy boots, 
tight white shorts (their legs almost 
purple with the cold) strutting 
down Fifth Avenue. 

The cowboy boot is an emblem 
of playing a part in the great Amer- 
ican tradition of the West, now 
adopted in every state in the Union. 
So the cowboys, wishing to preserve 
one tradition at least, are reported 
by the Associated Press (as follows) 
from Madisonville, Texas: 

“Viewing with alarm the fact that 
virtually everybody around here 
was coming out in high-heeled cow- 
boy boots, the Madisonville Side- 
walk Cattlemen’s Association drew 
up the following regulations: 

“*A man must own at least two head 


of cattle before he is entitled to wear 
boots. 


‘Owner of Three Head—Can stuff the 


right pants leg in. 
‘Owner of Four Head—Can stuff both 


pants legs in. 

‘Owner of Six Head—Can wear spurs. 

*Yippee!’” 

o * 

SHOE retailers have received a let- 
ter of inquiry from Senator James 
E. Murray, chairman of a special 
U. S. Senate Committee named to 
“Study Problems of American Small 
Business,” asking in part: 

“In your opinion what are the 
problems of small business. If you 
are a small business, state clearly 
your own problems. List each prob- 
lem on a separate letterhead and 
number it in the order of importance 
as you see it. Briefly give your ver- 
sion of why each is important.” 

The committee will try to find “a 
way” when it has all the facts. 





HEAROLD VOLK of Volk Brothers, 
Dallas, Texas, wired: “Colored fab- 
rics, black patents best sellers now. 
Blue very important, followed by 
several shades of brown and saddle 
colors. Red selling in fair volume. 
Expect gabardines to diminish by 
Easter but patents should still be 
good. Whites being held back but 
should be important by Faster, 
especially spectator types, tan 


trimmed.” 
= * * 


ANOTHER merchant, this time 
from Chicago, tells us: Patent first, 
followed by navy, brown and 
saddle-toned calf and red suede. 
Elasticized pumps, ornamented by 
sunflowers, sombreros, middy col- 
lars, butterflies and other ruffled 
ornaments which shorten the vamp, 
by far best. For important extra 
pairs — genuine alligator sandals 
and sling pumps in red, beige, rust 
and navy. 
* * - 

BBEN BAXTER of Weinstock 
Lubin & Co., Inc., Sacramento, 
Calif., says: 

“With Easter in April, it will 
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bring in lighter color shoes—beige, 
gabardines, saddle leathers and 
white; both in stepin and sandal 
patterns; Cordé sandals in dressier 


afternoon and evening wear.” 
. > & 


OU SAY GABARDINE 7 
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WHILLIAM GLAZIER, women’s 
shoe buyer at Oppenheim-Collins & 
Co., New York, makes the following 
forecasts for the Easter season: 
“Gabardine number one right now. 
Patent beginning to sell. Definitely 
in for Easter. Black very important. 
Navy blue good, first in gabardine, 
second in calf. Very soft calfskin 
with slight grain very good in an- 
tiqued tan. Saddle tones mean some- 
thing in play shoes—not anywhere 
else. Red—high style specialty col- 
or in genuine alligator. Promotion 
colors in genuine alligator: maple, 
blue, red, beige. Fringed moccasin 
vamp treatment probably carrying 
through to Fall. Lasts: walled last 
for closed toe. All other are open 
toes. Late Easter will probably give 
more dark business.” 
7 . 7 

A SUPPLY division set up under 
the office of the Quartermaster Gen- 
eral, War Department, describes 
shoes for use in Alaska service as 
consisting of mucklucks of walrus 
hide and seal, moccasin type boots, 
rubber boots, boots with a rubber 
sole and leather upper, and ski 
boots. 

A War Department statement, an- 
nouncing the creation of the special 
clothing supply division, whose job 
will be to supervise the purchase of 
clothing for cold climates, said that 
the particular type of shoe depends 
on the season and the military mis- 
sion. 

* * - 
LOS ANGELES conducts a Quiz 
and here’s one of the questions: 
“How much increase in the annual 
value of boots and shoes produc- 
tion was registered in Los Angeles 
County during the five-year period 
between 1934 and 1939?” And 


here’s the answer: “Seventy-three 


per cent.” Which make Los Angeles 
the fastest growing shoemaking cen- 
ter in the world. 


ca . + 


KE. S. BROWNSTEN of The May 
Company in Baltimore, Md., tells 
us: 

“All indications here point to vol- 
ume sales on dress and style shoes 
in order named: Black gabardine 
and black patent about equal. Blues 
will be in greater demand than most 
merchants are figuring. Beige, 
brown, antique, red. Colored rep- 
tiles look good in blue, benedictine 
and red alligator.” 

* * . 
FF. ARTHUR CLARK of Chas. A. 
Stevens & Co., Chicago, Ill., wires: 

“Black gabardine and patent for 
black dresses with lingerie trim and 
prints. Blue for suits and prints. 
Beige to brown for casual suits and 
prints—in order named.” 

ERNIE PYLE, who writes for the 
Scripps-Howard papers, from En- 
gland, says: 

“Of the various things I brought 
with me from America the wisest 
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of all was a pair of galoshes. | have 
worn them almost constantly for the 
last month, and I think I would be 
dead without them. For some rea- 
son they don’t have galoshes in 
England. I'll bet 30 different people 
have commented on my pair and 
said they wished they could get 
some.” 





E. J. BRADLEY of L. S. Ayres & 
Co., Indianapolis, Ind., predicts: 
“Calf daytime in blue and an- 
tique due to big suit season. Walled 
lasts best—all heel heights. Black 
patent, blue calf and brown calf with 
faille, looks very good in high and 
medium heel. Open toe pumps, open 
heel and toes, high heel elasticized 
pumps. Suede selling well in better 
grades. Alligator combined with 
gabardine and all-over in sandal 


” 








"These advance style presentations are swell but | always forget to look at the shoes.” 





Four styles suited to a variety of 
leathers with bootmaker finish. Pull- 
overs courtesy of Berté Shoe Styles. 


BOOTMARKER FINISH 
A NEW VERSION POR PALL... 


@UTSTANDING success in women’s shoes this Spring 
season is the “antique” finish . . . a wax stain rubbed 
‘into the shoe, giving it an uneven, “dirty” appearance. 


One leading style manufacturer of welt types is having 
a very big season in both tailored and heavy walking 
shoes with this finish. Hand-staining they call it. 


Originally a feature of custom made men’s shoes, this 
treatment has been revived for men in the past few years 


A recent REcorpDER survey of stores across the country 
1eports the growing popularity of this type of shoe. 
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ight: Crushed leathers and alligator grains impor- 
tant for Fall with the new bootmaker stain. Side lace 
oxjord smart in alligator grain on calf with new 
finish. Pullover from Ohio Leather Co. Crushed 
goatskin (Brogandi) in rugged looking ghillie oxford 
. very custom made look with bootmaker finish. 
Pullover from John R. Evans & Co. 


Below: Bootmaker treatment applied to smooth leath- 

ers gives an even finish in new stain. Glazed kidskin 

in medium brown shade has darker color, duller 

surface, after stain has been applied. Pullover from 

Allied Kid Co. Smooth calfskin shoe shows boot- 

maker finish applied to dressier tailored Fall shoes. 
Pullover from Alfred Vamos. 





in medium and higher price shoes with increasing suc- 
cess. When first used it was a finish applied at the store. 
Now it is applied at the shoe factory. 


Borrowed from the Men 


When women began to borrow styles from the men, it 
was natural that this smart, custom-made treatment 
should be among the popular ideas to be taken over. 
It was first used in shoes with detailing borrowed from 
men’s shoes in all-over tan calf spectator oxfords and 
pumps with wing tips and foxing, outlined with brogu- 
ing, pinking and stitching. These detailings held rem- 
nants of the wax stain which could not be rubbed off 
when the shoe was rubbed down after waxing. The 
result was the desired dark or “dirty” look. 

With alligator . . . genuine and grain calf .. . so popu- 
lar in Spring tailored shoes, the process was naturally 
applied to this leather as well as to the smooth tan calf- 
skin. Blonde or saddle color leathers . . . also impor- 
tant in Spring tailored, casual and sport types . 
have been successfully antiqued. Antiqued, the light 
tone of this color looks more interesting and more suited 


_ to casual wear with tweeds. 


















Strong Spring 
Fashion in 
Women’s Tail- 
ored and Watk- 


ing Shoes, the 





“Antique” Fin- 


ish Came Into Favor As Part of 
the “Masculine™ Trend. New Fin- 
ishes for Fall Willi Be Clearer and 


Applied to More Leathers and Types 


The Custom Made Look 


The growing vogue for antique finishes is due also 
to the popularity of the handcraft custom made look 
in women’s clothes. Saddle stitching, finer ombré and 
multicolor stitching, embroidery, thong lacings, are 
among the current popular handcraft treatments in 
women’s shoes. 


Antiquing to Continue 

There is plenty of reason why the antiqued finishes 
will carry over into Fall shoes. Pullovers illustrated here 
show the variety of leathers and types being given this 
treatment in models from leading tanners and designers. 
Among the leathers are crushed goatskin, smooth kid- 
skin as well as calfskin, alligator . . . genuine and grain 
. and side leather. The new stain is transparent rather 
than opaque like the wax previously used. It does not 
give a mottled effect to the leather. Instead it allows the 
texture of the leather to be seen under the finish. Its 
effect is to darken or enrich the leather and intensify 
the details. The new Fall shoes designed for antiquing 
show more stitching, less perforating, than in the spec- 
[TURN TO PAGE 32, PLEASE] 





Illuminated store front and 
display windows of Schwab 
store in Westwood Village, 
Calif. The village and its 
community represent an in- 
vestment of $100,000,000. In 
1929, the entire site consisted 
of bean fields. There has 
never been a business failure 
in the 12 years of the 
village’s existence. 


Looking up W estwood Boule- 
vard in Westwood Village. 
The Schwab store is to the 
right of the Bank of Amer- 
ica building. Shops and 
buildings done in the man- 
ner. of the Mediterranean 
and Southern Spain bring 
architects and civic planners 
from everywhere to study 
and absorb ideas. 








CLEAN STOCK A “MUST? 
FOR SUBURBAN STORE 


by GEORGE SCHWAB 


Rigia € ‘oncentration on Few Buying Resources, Plus Emphasis 
on Fashion Right Footwear. Sold in the Manner That Appeals 
to a High Class Clientele, Is the Merchandising Formula that 
Has Proved Successful in the Case of the George Schwab Shoe 
Store, Westwood Village. California, Smart Los Angeles Suburb. 








@PERATING a women’s shoe store in an up-and-com- 
ing suburban community demands much keener mer- 
chandising practices than are considered necessary, 
even in some of the larger stores, and certainly more 
alert and efficient methods than are practiced in stores 
carrying general stocks, either in neighborhood or down- 
town locations. 

We believe our problem is best solved through rigid 
concentration on buying resources and a stock as clean 
as Ivory Soap is advertised to be. 

Two and a half years of operation in the present loca- 
tion have demonstrated to us that the foregoing is work- 
able, practicable and profitable. Also that moderately 
priced, well styled shoes retailing at $10.95 and $12.95 
with a base of $8.95 can be successfully merchandised 
in a neighborhood community in an owner-operated 
store. 

True we have the toughest kind of clean competition 
in our village from such sources as very fine branches 
of the best downtown Los Angeles shops, well con- 
ducted owner-operated shoe stores and beautifully 
equipped units of national shoe and general chains. 

All of this competition has been met through a well- 
selected stock of fashion right, corrective, sport and 
play shoes, sold in a manner a high-grade clientele likes 
and in an atmosphere of good taste. 

This store is operated with the one idea of serving 
our selected strata of shoe patrons and not endeavoring 
to meet such price or fashion competition as may natu- 


rally come from other stores either in our village or in 
the downtown sector. 

The present merchandising set-up is the result of con- 
stant experimentation and study during the time the 
store has been in existence. This rigid concentration 


GEORGE A. SCHWAB 
Proprietor of Schwab’s, Westwood Village, Los An- 
geles, California. He has held three important shoe 
jobs in his retail experience: manager and buyer at 
Herold’s, Westwood Village; manager and buyer of 
The Lewis Shoe Co., San Diego, and manager of the 
I. Miller Hollywood Shoe Store, Hollywood, California. 


policy has been our salvation. Going into three or 
more lines in one or two price brackets will invariably 
mean certain “hot” shoes will be overlooked in the en- 
[TURN TO PAGE 32, PLEASE | 
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Psychology 








and 
SHOeS 











by MARY JUNE BURTON 





ET was a quiet morning in the Bootery, and Fred, the 
newest and youngest salesman, was watching Don Davis 
make a sale. 

Don was the star salesman. Gosh, what a record that 
man had! He sold more than half of all the higher- 
priced, high-style shoes in the Bootery. He sold more 
P.M.’s and had fewer returns than anyone else in the 
store. And he had a huge call trade, women who in- 
sisted on having him serve them, and wouldn’t take a 
substitute. 

Don wasn’t particularly good looking, or possessed 
of any extraordinary appearance. He was an average 
fellow as far as personality was concerned. Well, then 
—speculated Fred—what the devil was the system he 
used, to roll up such a selling record? 

Once he’d asked Don that question. 

“Oh, nothing much to it, kid.” Davis had grinned. 
“It’s just something I’ve doped out about feminine 
psychology.” 

That wasn’t very enlightening. But Fred wasn’t busy, 
so now, he thought, would be a swell time to watch how 
Don handled this customer. 

The woman settled herself in her chair. 


“I think,” she began, “I want something in a black 
leather pump.” 

Don’s face was alight with interest. “Now, Mrs. 
Beam,” he encouraged her, “will you tell me what 
costume you expect to wear with these shoes?” 

As Mrs. Beam described her outfit, he listened atten- 
tively. He asked questions. What would her accessories 
be—her gloves, bag, jewelry? What other clothes would 
she probably wear with these same shoes? 

Mrs. Beam looked flattered by his interest and atten- 
tion. She didn’t realize that with each answer, she was 
becoming more defenseless—putting herself more and 
more into Don’s hands. 

“Like a patient with a sympathetic doctor,” the watch- 
ing Fred chuckled to himself. 

Finally Don arose. “I have three shoes,” he said, “that 
will be gorgeous with your costume ” He described 
the shoes in detail. He didn’t bring them out on the 
floor. He just talked about them. 

“I’m pretty sure you're going to like that last shoe 
best,” he suggested with a smile. “But Ill show all three 
of them to you.” 

He brought out the first shoe with a flourish, and 
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tried it on. He pointed out the style features, speaking 
with obvious knowledge and authority. He showed how 
that shoe would harmonize with all her costumes—why 
it was particularly good on her type of foot. Then he 
brought out the second shoe and discussed it thorough- 
ly, too. 

The woman looked interested, and also expectant. 
Fred could guess what she was waiting for. She was 
eager and curious to see that third shoe. 

Did she buy it? Of course. All Don needed to do 
when he brought out the third pair, was to show a little 
extra enthusiasm and make a little extra salestalk. Mrs. 
Beam forgot all about black pumps. She walked out of 
the Bootery with the shoes under her arm and a pleased 
smile on her face. 

When Don came back from showing her to the door, 
he caught Fred’s eyes on him. 

“] think I’m beginning to get it,” said Fred, “— that 
stuff about feminine psychology. You throw in some 
drama and suspense. And you make up your customers’ 
minds for them.” 

Don laughed. “Pretty smart, aren’t you? Well, I'll 
tell you how I figure it. 





(19) 


“A lot of the women,” he began slowly, “who buy 
high-style shoes—women like my customers—would like 
a reputation for being very well-dressed. They want 
shoes that are strikingly new without being freakish, 
exactly correct for their costumes, and good-looking on 
their type of foot. 

“But when they start looking for just the right shoes, 
what do they find? Dozens and dozens of styles, colors 


- and materials—in fashion magazines, advertisements, 


show windows, and stores. 

“They have trouble deciding what they want. They’re 
confused—and no wonder! So they’re tickled to death 
to be able to shift onto me the responsibility for picking 
out exactly the right shoes.” 

“But with a lot of women, that system wouldn’t work 
at all,” objected Fred. 

“Oh, sure! Many women enjoy studying fashions and 
picking them out. When a woman has decided tastes 
and knows just what she wants, I let her make up her 
own mind. “But,” Don added with a wink, “some of my 
customers who started out with the most independent 
ideas, I’ve trained to depend on me. I’ve convinced them 

[TURN TO PAGE 33, PLEASE] 
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PUT MORE SPEED IN MENS SHOE DISPLAYS 


Pian Your Windows to Show Spring and Summer Styles to Best Advan- 
tage and Thereby Accelerate the Pace of Selling through the Outdoor 


Season with Stimulus of New Ideas — How These Stores Did It. 


Right—“Feet First into 
Spring,” said the J 

Penney Company window 
in Lansing, Mich. de- 
signed by V. M. Curto. 
The anchor, stars and 
patriotic background lent 
an air of timeliness, and 
the shoes were. placed to 
obtain maximum display. 
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EIN the window shown in the photograph at the top 
of the left-hand page, F. E. McKee, display manager for 
the Nunn-Bush Shoe Stores in the East, has worked out 
a new shoe display idea whereby a flat back window can 
be converted into three separate units, making it pos- 
sible to show three distinct types of shoes simply and 


without confusion. Architect’s paper was pieced to- 


gether at the seams and was used as a flexible, curved 
background. By bringing the curve forward at intervals, 
the appearance of fluted columns was obtained. These 


columns served as divisions of the window. 
Colored spotlights on the floor introduced another 


Left—A flat back window can be 
converted into three separate units, 
as demonstrated by this window in 
the Nunn-Bush Shoe Stores, East 
42d Street, New York. It was de- 
eigned by F. E. McKee, display 
manager. Colored lights playing on 
the flat white background produced 
beautiful luminous pastel shades. 


Right—A shoemaker’s bench, two 
lasts and shoemaking tools dating 
back to 1840 were featured in this 
display of Wright Arch Preserver 
shoes. The bench and tools be- 
longed to the grandfather of John R. 
Laycock, and were procured for the 
display by his son, Ralph Laycock, 
who is affliated with Arch Preserver 
store, 5th Avenue, New York. 


(21) 


new and very effective display factor. When concentrated 
on the window background which was flat white in color, 
a beautiful pastel shade was obtained as well as an 
excellent secondary lighting effect. The floor covering 
was oyster white, the fixtures lined oak and the accom- 
panying color in velour was Spring green. 

One of the most dramatic and colorful windows ever 
presented by The Bullock Men’s Store shoe department 
is shown at the bottom of this page. Against a back- 
ground of warm yellow, 16 new models of casual shoes 
are shown with each shoe having its individual green 

[TURN TO PAGE 27, PLEASE] 


Left— The casual shoe 
“constructed for California 
Living” was the feature of 
this display by Bullock’s 
Men’s Store, Los Angeles. 
The shoemaking detail at 
lower left was included to 
give men an inkling of 
how the shoes were made. 








1 A letter or folder to your 

mailing list today, featur- 
ing your best selling price line 
in women's footwear, will help 
your sales for these final ten 
selling days before Easter. 
Make it a real SELLING letter, 
and be sure to give hosiery a 
good mention, emphasizing 
your club plan, perhaps. 















9 THE check of stocks you 
make today is an impor- 
tant one. Not to your Easter 
business. That's practically over. 
The thing to be concerned 
about now is your after-Easter 
business and how you are going 
to be prepared for it. Which 
styles to continue? What new 
things are needed? 


















1 You are now coming to 

@ season where more 
selling pressure should be 
placed on Hosiery. One way 
to do this is to make your 
hosiery department a stand- 
out in the store. Some stores 
have done this through the 
installation of a “Hosiery Bar”. 
Perhaps this would help your 
sales. 
















95 What are you going to 
advertise today to in- 
sure a good day tomorrow? 
¥Y Why not an attractive style 
ot oad that talks about “Advance 
Footwear Fashions For The 
Summer Season?" Perhaps 
‘ll want a special or two, 
tet it is too early in the seo- 
son to require much of this. 




















9 MAKE your weekly check 

of stocks today and if it 
discloses dangerously low stock 
conditions on any of your big 
selling style numbers, act quick 
to get more stock for the final 
big selling week before Easter. 
Has your pre-Easter business 
up to date been up to your ex- 
pectations? 





10 Are you prepared with 
a good selection of golf 
shoes and tennis footwear? 
The d d is almost upon 
you, if it has not already be- 
gun. Many shoe stores find it 
worth while to feature a good 
value in golf balls as a trade 
puller for their sports footwear. 
Had you thought of this? 





18 No doubt you have 
some odds and ends, 
discontinued sizes and broken 
lines. Why not have a one- 
day special selling event to- 
morrow and clean these up? 
it will assure you of a good 
Saturday, and you need not 
take the reductions now in 
order to get action that will 
be necessary later. 


26 Instruct all salespeople 
that today you want to 
try the experiment of selling 
every shoe customer an extra 
pair. Tell them to make the 
definite suggestion to every 
customer that there's economy 
in having two pairs of shoes 
and alternating them day to 
day. Keep a record of the 
sales results. 


Plan 
Ahead 


for 
Profit 











3 HOW long since you hovel 


made a check-up to se 
what price lines your competi. 
tors are using? This should be 
done every month or two to 
make sure that your prices ar 
in line with local competition 
and that no new price line; 
have been introduced which yo 


should have. 





11 Today's newspaper ad 

winds up your pre-Easter 
campaign. Make it a power. 
ful selling ad. Be specific 
Concentrate on your best sell 
ing prices in shoes and hosiery 
and make your ad just as at. 
tractive as you possibly can 
with good illustrations, con 
vincing copy and plenty o/ 
white space. 


19 If you adopted our sug 
gestion for a one-do 
special selling event today, b 
sure and put in a good 
window this morning with big 
attention-getting display cart 
and sale price tickets on ever 
pair of shoes in the display 
Get your bargains out on om 
or two sale tables. 





98 Change your window 
displays around todo; 
and get more emphasis o 
sports footwear in your dit 
plays and in the cards in you 
windows. Have children's -hoe 
had their fair share of otter 
tion lately? If not, a wind 
for this line will be very tinely 
And isn't it about time to gir 
men's shoes a showing? 
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21 


in you 
the "/ 
theme 
the bi 
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29 


send a 
to ever 
on ap; 
parents 
for the 
this sor 
hit wit 
and the 


4 TONIGHT you should 
have an impressive style 
ad in your local paper for Sat- 
urday's selling. The heading, of 
course, should be “One More 
Week Until Easter" with em- 
phasis on the advisability of se- 
lecting new Spring footwear 
tomorrow instead of waiting un- 
til next week. Play up your best 
selling hosiery number, too. 


12 Be sure you have plenty 
of selling help for this 
should be a busy day. Instruct 
all your sales people to men- 
tion your most popular selling 
price in women's silk hose to 
every customer. This should 
result in a lot of plus business, 
just for the asking. Make this 
ao BIS day. 


91 Change all your win- 

dow displays today, and 
in your new displays introduce 
the “Advance Summer Styles” 
theme. You are now ready for 
the big, after-Easter selling sea- 
son, which will carry you right 
up to Summer. You must talk 
about “new™ styles in your 
windows and in your ads to 
get folks thinking about the 
Summer season. 


99 Many stores find it a 
good-will builder to 
send a pair of baby bootees 
to every new born baby with 
on appropriate letter to the 
parents. It is not only a bid 
for the children's business, but 
this sort of thing makes a big 
hit with the proud parents— 
and they buy shoes, too! 


5 FRESHEN up your window 

displays early this morn- 
ing for today's selling, making 
sure that the styles you fea- 
tured in last night's ad are 
prominently displayed. Be sure 
you have selling displays inside 
the store too, on counters, 
ledges, and the special tables 
you are no doubt using up 
front. 


1 4 Easter is over. Now how 

about a “change of 
pace” in your windows? 
Change all the backgrounds. 
If you've been using the west 
window for women's styles, 
change them to the east side. 
Do everything you can to 
make your windows “different” 
from those your customers 
have been seeing. 


9 Have you revised your 
mailing list lately? You 
have been using it a lot dur- 
ing the Easter season and the 
undeliverable pieces returned 
by the post office should be 
checked against your list to 
see what is wrong. Have you 
added the names of all new 
customers you have developed 
during the last few months? 


30 It is quite appropriate 
that you end the month 
with your weekly check of stocks 
which tells you just where you 
stand. Are your promotional 
plans for May complete, with 
advertising and window sched- 
ules all ready for use and 
special events for the month 
carefully planned so nothing 
will be overlooked? 


7 IT may not be necessary 

to put in entirely new win- 
dow displays for this last week 
before Easter, but they cer- 
tainly should be rearranged 
somewhat. And be very sure 
that every pair in the window 
has a price ticket plainly vis- 
ible. Make your windows SELL 
—they are your best advertis- 
ing medium. 


15 Now that you've given 

your windows a new 
dress, how about the store in- 
terior? What can you do to 
brighten it up and make it 
look different? Every display 
should be changed, of course, 
and every card replaced. Now 
what else can you do? A little 
rearrangement of tables and 
cases works wonders. 


9 3 Make your weekly check 

of stocks this morning. 
How much of a turn do you 
get on your various price lines? 
Do you know? Your weekly 
stock records will tell you. It 
would be worth your while to 
make an analysis of this. You 
may discover some things thot 
will be a surprise to you! 


8 IF you want to take one 

last shot at your mailing 
list before Easter, an inexpen- 
sive mailing card saying “One 
Last Reminder! The Children 
Should Have New Shoes for 
Easter, Too!" might be a very 
good investment. You could in- 
clude on the card a mention 
of your most popular selling 
price. 


16 Make your weekly check 

of stocks the first thing 
today. Then get out your 
records of the previous checks 
for the entire Easter selling 
season and analyze your sell- 
ing performance. What lines 
sold best? What lines should 
be eliminated next year? Make 
use of the information your 
checks provide. 


9 Before long you will 

want a sports footwear 
window. Why not plan now to 
make it a “stopper"—one that 
passers-by will talk about? A 
distinctive background and a 
few properties and a little 
coreful planning are all that's 
necessary. Do the planning 
now. Later you'll be glad you 
did. 
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Damned If You Do— Or Don’t 


WE can appreciate the protective attitude of Wash- 
ington that consumer goods must be kept at low prices. 
The cost of living is a factor in the national economy 
—but low prices and high quality are impossible in 
the same shoe next season. It was only by the greatest 
of restraints and the sharpness of competitive practice 
that shoes were kept to current prices for so long a 
period. It’s all right for the guardians of consumership 
to say: “Predictions of a general increase in shoe 
prices, in the near future, are not justified by condi- 
tions.” But what is meant by “near future”? 

The public can go into stores and buy shoes for $1.00 
a pair and the range of prices walks up the street to 
$27.00 a pair and the consumers get what they pay 
for—no more, no less—at every price station. The 
question is—what does the public want? If it wants a 
good shoe, in good fitting it has got to pay a good 
price. The public can cover its feet, broadly speaking, 
with shoes that average $3.00 at retail—some 400,000,- 
000 pairs. The actual average cost price of all shoes 
at the factory is only $1.96. The public wants what it 
wants when it wants it—and if it has the desires and 
the money, it buys better shoes because of the better 
satisfactions that come therefrom. 


All the talking in the world, out of Washington or any- 
where else, can’t prevent the increases now on the books 
for Fall supplies, that go into shoemaking. Let’s put this 
thing very clearly—onpce and for all. The shoe mannu- 
facturer is not a manufacturer in the sense of the word— 
a man who takes raw materials and translates them into 
a finished product. There isn’t a shoe organization in 
America that does that all the way through. A shoe manu- 
facturer is nothing more or less than an assembler of 
supplies that have been fabricated elsewhere. Over that 
service-of-supplies he has no price control. He has to 
take the goods, the leathers, the linings, the threads, the 
nails and the hundred and one varied ingredients and buy 
them in their finished stage. shoe manufacturer is 
simply an assembler of various ingredients, which he 
finally fashions into the shape of a shoe. 


All this talk about the ratio of hide prices to fin- 
ished shoe prices is only part of the picture. Hide 
prices are something that the shoe manufacturer has 
absolutely nothing to say about except for the fact 
that if he commits himself for a lot of leather and 
every other manufacturer does the same, the price is 
made to fit the demand and not the supply. For the 
supply, coming as it does principally from packers, 
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and its marketing practices (which permit of consider- 
able speculation) is something that the manufacturer 
must accept by compulsion and he shouldn’t be held 
responsible for the increases therein and thereof. 

The common habit of economists, consumer groups 
and even retailers is to go no further back than the 
shoe manufacturer for the responsibility in leather price 
increases. The tanning industry, as such, hasn’t shown 
by its profit statement, that it has profited over the 
years—hetween Hell and High Water. If investigate we 
must, the packer-speculator end of the business might 
be statistically studied. 

So much for that. Every ingredient going into shoes 
is being “upped” for Fall. The entire service of sup- 
plies is up against pressures of costs and wages and 
the point has been reached where if shoe manufacturers 
want any supplies—and they must have them—they 
must pay for them. 

You know, all this sounds like building up a sweet 
set of alibis—but go into any factory and compare 
the prices of supplies for next season’s shoes as against 
last season’s shoes and you will come away with the 
conviction that the guy whose fingers are in the wringer 
this time is the shoe manufacturer. And I don’t mean 
maybe! He isn’t such a big guy to have any particular 
cdvantage of bulk buying—because there are so many 
of them and their wants are so variable that they can- 
not buy collectively. 

We are only at the beginning of this subject and we 
will pause at this point because we only want to em- 
phasize that one thought—the shoe manufacturer is an 
assembler of supplies, the price of which is not under 
his control and the inexorable pressure of those prices 
will have their effect on next season’s shoes—no matter 
what words or warnings or wangling go on in Wash- 
ington to pressure the public. 

Remember, shoes are the only common article worn 
by men, women and children and as a common public 
denominator are vulnerable to the attacks of those who 
want to find something to point at, pick on and publicize. 
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Whether Celastic is purchased in 25, 50 or 
100 yard rolls, or as ready to use cut box 
toes, it arrives in shoe factories in good 
condition because it is packaged in light, 
durable, easily handled packages. 


Lining, box toe and doubler are fused into 
@ single structural toe unit. That is why toe 
linings will not wrinkle. The accuracy of 
line thus achieved is appreciated by the 
shoe store man — sought after by the con- 
sumer. 


Most manufacturers find it more economical 
to cut their own box toes from Celastic in 
roll form. Some prefer to buy their Celastic 
box toes already cut and skived to their 
specifications. 


With Celastic there are perfectly matched 
pairs — shoes with an extra dash of style, 
firm, smooth toe units with flexible tip 
lines that hold toe character even under 
conditions of extra hard wear that break 
down ordinary box toes. 


In the factory, Celastic box toes can be 
made ready for insertion instantly. Ease of 
toe lasting wins the approval of manvufac- 
turers and their operators. Heat and mois- 
ture cannot change the structure or shape 
of a toe formed with Celastic. 


See your United Salesman 
about having a factory trial 
of Celastic. 


THE QUALITY 
BOX TOE 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS . 
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Cireular Shoe Shop 


Presents Novel Features 


QO riginal Ideas of Beauty and Convenience Charac- 


terize New Treadeasy Store Just Opened in Rochester. 


STRIKINGLY original in design and treatment, the 
new Treadeasy Shoe Shop formally opened February 
28 at 6 Franklin Street, Rochester, N. Y., incorporates 
a number of unusual features, the most noteworthy of 
which is a circular store interior whose decorative 
scheme forms a symphony of color in rose, blue, ivory 
and blond maple. 

P. W. Minor & Son, Inc., shoe manufacturers of Bata- 
via, N. Y., are the owners, this being their first store 
here after carrying on a retail business for 20 years in 
the city in leased departments. 

Neil G. Colvin, who was with Treadeasy for five years 
at its retail store in Syracuse and was for the past year 
manager of its shoe department in Rochester, is man- 
ager of the new store. 


THIS is the twenty-first of Treadeasy’s own retail out- 
lets in the country; ninth on the list to be operated 
separately. It carries footwear for men, women and 
children—both corrective and style shoes. 

When plans were made for a separate store in Roch- 
ester and this spacious structure was taken over, it was 


decided to embody into it original ideas of beauty and 
of convenience. 

Le Roy Phelps, secretary and treasurer, and C. B. 
Taft, advertising manager for Minor, consulted with 
Charles Carpenter, architect, who was commissioned to 
prepare the plans. 


THE front is of black structural glass, with the sign 
“Treadeasy Shoes” forming a marquee over the en- 
trance, and “Scientific Shoes for Men and Women” in 
large lettering at the left. Double display windows pro- 
vide large display space. 

Entering the’ store you find a large circular show- 
room, an immense pillar in the center, and with shadow 
boxes displaying the various styles of shoes at intervals 
all around the room. 

Fluorescent light provides daylight—with no shadows 
anywhere, not even in the shadow boxes. The lighting 
panels in the ceiling are installed in circular form 
around the room. 

The ceiling is finished in bone white. Blond maple 

[TURN To PAGE 45, PLEASE] 
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Developed New Children’s 
Shoe Fitting System 


MILWAUKEE, Wis.—Joseph Schmank, 
Milwaukee sales representative for the 
Vulcan Corporation, and H. J. Bauch, 
of Ideal Shoe Manufacturing Company, 
collaborated in the development of the 
new fitting plan for children’s shoes 
known as the Pedi-tonic system, which 
has aroused a great deal of interest 
in the shoe trade. 

This system involves a re-adjustment 
of sizes and a new principle of last 
grading, which takes into account the 
age of the child and the type of shoe 
required, as well as the size of the foot. 
The jump from one size run to another, 
under the Pedi-tonic system, is a grad- 
ual process and not an abrupt change, 
either in heel height, construction, 
width or the shape of the last. 


Put More Speed in 
Men’s Shoe Displays 
[CONTINUED FROM PAGE 21] 


plaque. Result, each shoe stood out, eye 
high, in an amazing fashion. 

Back of the window promoticn was 
the thought of acquainting mer with 
the construction of their casual shoes. 
A shoemaker’s bench, borrowed from 
the furniture department, served as a 
display table for the various parts of a 
shoe, some of which were partly as- 
sembled. 


This window, so packed full of shoe 
interest to every man, brought many 
into the store to examine the shoes at 
first hand. This was exactly what men’s 
shoe buyer Fred R. Morgan, Jr., had 
in mind when he planned the window. 
Commenting on it he said, “So many 
men come in our department attracted 
by the colorful and apparent comfort- 
ableness of the casual shoes, then sud- 
denly look at the heel and say, ‘Wedges!’ 
with a rising inflection, that this win- 
dow was worked out. Now a man can 
see for himself just what wedges are, 
as well as the rest of the shoe’s con- 
struction and materials used. 

“There is still an educational job to 
be done on new shoe ideas,” said Mr. 
Morgan, “even in Southern California, 
where men are decidedly openminded 
to new things. This display and the 
departmental showings have produced 
more than anticipated results.” 


Larkey with U. S. Rubber 


Boston, MAss.—Herman Larkey has 
been appointed Middle West represen- 
tative of the William F. Mayo Co., of 
Boston, a division of the United States 
Rubber Company. He will cover the 
key towns in this large territory and 
will display in Chicago during the 
showings which are held every month 
at the Morrison Hotel. Mr. Larkey’s 
home address is 2763 North 53rd 
Street, Milwaukee, Wis. 





$5.00 PRIZE-WINNING 


Pet Peeves 


OF SHOE SALESMEN 


Submitted by: Mr. H. Donald Francisco 
The James H. Bunce Co... . Middletown, Conn. 


NN 


J. “The customer who tries on twenty or more styles and then re- 
marks, ‘Let me have the size and number of that shoe. My cousin 


> 9° 


can get it for me wholesale’. 








2. “The customer who waxes bitter about sliding off the curb and 
scuffing her leather-covered heel. ‘Pyraheel’ is my prescription for 


her complaint.” 


You can avoid complaints by specifying 
Du Pont Scuffless “‘Pyraheel” plastic heel 
covering. It comes in almost all colors and 
leather effects. Costs you nothing extra — 
and is used by almost all manufacturers. 


Scuffless heels give you an extra talking 
point, too. They resist checking, cracking 
and scuffing—and look new as long as cus- 
tomers wear the shoes. Remember to specify 
Scuffless heels on your next order. 





HOW TO WIN $5.00 


Shoe Salesmen —Send in your “Pet 
Peeves” like the two above. For every 
set used, Du Pont will pay you $5.00. 
In case identical ‘peeves’ are submit- 
ted by more than one person, the $5.00 
will be paid for the pair received first. 
E. |. du Pent de Nemours & Co. (Inc.), 
Plastics Department, Ariington, N. J. 
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A Boot and Shoe Recorder Department 


okey PECPRE -—e 


Business as Usual During 
Alterations 


Many store architects feel that 
smart shoe stores should. have a new 
front at least once every ten years. But 
we know how many retailers dread 
the thought of the alterations. 

They think that they can’t afford it 
but must do it to keep up with their 
competitors. They wonder if their 
customers will like the new “outside 
personality.” They fear that there 
won’t be a sufficient increase in busi- 
ness to offset the cost—and so on, 
and on. 

However, once the die is cast, here 
is a suggestion, as seen in a local 
shoe store. Do just one window at a 
time. It may be all right to board up 
a whole front and put a sign out that 
business is going on as usual. But 
it will scare customers away just the 
same. However, if you keep one win- 
dow “as usual” during alterations, 
there is no fear that business will drop 
off like a knife during the transforma- 
tion. a’ *s # 


“These Shoes Made Comfort a Fash- 
ion Word” 
(Sonnenfeld’s, St. Louis) 


ose oe 


The Best Looking Store in 
the Block 


We recently saw a shoe store in the 
Bronx, New York, that has a store 
front that is the most attractive in 
the block. The frontage is only about 
twelve feet but the combination of an 
old colonial front in the Williamsburg 
pattern, with bright white paint work 
against red brick walls and brick tiled 
entranceway gives a warmth and eye 
appeal that should draw many a cus- 
tomer. The entrance is on the left 
and the display window on the right 
curves from the sidewalk in a semi- 
circle in to the door. The glass is 
divided up into small colonial panes 


ard the display area is fully adequate 
for twelve to fifteen pairs of shoes. 
The wall to the left of the colonial 
doorway is at right angles to the side- 
walk and carries a large vertical mir- 
ror—a convenience to the feminine 
shopper. Here’s a way for the small 
store to compete in eye appeal with 
the biggest on the street! 
* * +. 


For the Men’s Store 


Here’s an attractive display idea 
seen in a local men’s shoe store: 

An oval oak table about six feet 
in diameter is set up as a display 


FRANK 
MORE 


233 GEARY 
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A fronk More “Original”, completely 
shipshepe with sters end stripes. 
White on Nevy Colf 42.75 
Beige on Brown Calf 

Red on Bleck Patent 

White on Bleck Patent 














by JOHN F. W. ANDERSON 


unit between the two opposing rows 
of fitting chairs. About a dozen pairs 
of the latest sports models are dis- 
played in casual fashion in a circle 
around the edge of the table. Ilumina- 
tion is supplied by a bronze table 
lamp fitted with a daylight bulb and a 
solid black shade. 


* + 


Bags Sell Year "Round 


The number of handbags a shoe 
store sells in large measure depends 
on the amount of effort put into pro- 
moting them. 

A shoe store on 34th Street, New 
York, has put a blank wall, just inside 
the entrance door, to good use as a 
year "round handbag display. Three 
shelves, four feet wide, six inches deep 
and shoulder high are used as an at- 
tractive display for the store’s nine 
latest styles in handbags. It is opposite 
the cash register and hosiery counter 
and can’t be missed by the customer 
as she leaves the store. 

* * * 

The most expensive pair of shoes in 
a man’s wardrobe is the “cheap” pair 
he bought to be economical, and then 
left them in a dark corner of the 
closet because they weren't right for 
his feet. 

—OPISM 


For the Public’s Convenience 


Recently, to announce a sale, an 
Atlanta, Georgia, shoe store, sent out 
a four-page folder announcing the 
styles and reduced prices. A return 
post card, postage-paid, was set into 
the last page. Copy on the card sug- 
gested to the customer that she pick 
out the style she wanted, jot down her 
size and color preference, tear the 
card off along the perforated line, 
drop it in the box and the store would 
save her shoes for her until she could 
come in—that is up to a two weeks’ 
dead line. 


> :- 2. 
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BEST IDEA OF THE WEEK 
STYLED ON THE WOOD 
(Hale’s Brownbilt Shoe Store, Albuquerque, N. M.) 


Mr. Hale—“We have managed to increase sales of 
shoe trees to an all-time high in our store through an 
unusual plan of demonstrating the need for trees to our 
customers before they buy their new shoes.” 


O. P. Ideator—“It seems to me that you are put- 
ting the cart before the horse. Let’s hear more!” 


Mr. Hale—“When one of our salesmen takes off 
a man’s shoes and notices that the toes turn up, he 
brings a shoe tree to the fitting stool along with the 
box of new shoes and inserts the tree in the custom- 
er’s old shoe. He doesn’t make any comment, leav- 
ing it up to the customer to notice what has been 
done.” 


O. P. Ideator—“It sounds like trespassing to me.” 


Mr. Hale—“Often the customer will come back 
with some humorous retort, such as: ‘What are you 
trying to do, sell me one of those gadgets?’ 

“In answer to which, the salesman may come back: 
“You are bound to appreciate it if someone does sell 
you a pair of shoe trees. They'll not only keep your 
shoes looking a good deal better by keeping them in 


proper shape, but they'll increase the life of the shoes 
considerably. After all you wouldn’t throw your 
trousers down on the floor when you take them off 
at night—and yet the average man mistreats his shoes 


7” 


just as badly’. 


O. P. Ideator—“That’s kind of a flippant way to 
promote extra sales, but of course the important thing 
is, how successful has the idea been in selling more 
shoe trees?” 


Mr. Hale—“That’s just it. We've never made an 
exact check of results, but I think that I can safely 
say that some sixty per cent of our male customers 
respond to the suggestion by buying. It has not only 
made extra business but also cut down complaints. 

“This is sandy country around here and the climate 
is dry. Thus shoes are inclined to curl early in life 
and when this happens sand works into the break, 
cutting the upper. 

“After buying trees, many of our customers have 
actually come back to thank us for the good turn 
and to report increases in the life of their shoes by 
as much as a third.” 





success. 


Business to the Dogs 


A clock was hidden in the 


these letters to the customer. 





We recently received a penny post 
card, with a dog biscuit attached, 
from our friend Milt Gair, proprietor 
of Gair’s store, Redlands, California. 

The post card with the biscuit at- 
tached by a piece of string is sent 
out at a cost of a cent and a half 
postage. It is mailed directly to the 
doggies of their customers—under 
their own names and Mr. Gair fe- 
ports that they are getting an unusual 
response to this promotion. Copy on 
the back of the card reads: 


Doccire Gram 
Paws and Refresh Yourself 
AT GAIR’S DOG BAR 

. while your Master is inside for 
his Bostonian shoes, Arrow shirts and 
Kuppenheimer. You'll always find a 
cool, clean drink at Gair’s Dog Bar 
and you'll meet your friends there too. 
. . . Where The Smartest Dogs In 
Town Drink! 

GAIR’S 
110 Orange Redlands 

P. S. If your Master eats your dog 
biscuit, trot in personally and growl 


for another! 
* * * 


Early Bird Idea 
We were recently talking with a 
retailer from the Pacific Coast, who 
told us about a little promotional 
stunt that he tried in his shoe store 
one Wednesday with considerable 


stock shelves with the alarm set to go 
off at various intervals during the day. 
While it was ringing, every customer 
who happened to be in the store was 
given a free pair of hosiery or a fifty- 
cent credit on an additional pair of 
sale shoes. The following week, the 
retailer put a large sign in his window 
listing the names of those who had 
received “extra dividends” together 
with the announcement that the stunt 
would be tried again the following 
Wednesday. The idea brought a 
twenty per cent increase in business 


on that day. 
. wm 


“Lady be Good!—to Your Feet this 
Spring” 
(O'Connor & Goldberg, Chicago) 


* + 


Collection Letters ~ 


In conversations with various re- 
tailers lately, we have tried to dis- 
cover whether the use of the collection 
letter is increasing or decreasing. No 
definite trend could be noticed either 
way in the group we studied. All 
stores that we visited having charge 
customers use them. Most of these 
stores carry accounts on their books 
which are relatively small. Therefore 
the collection letter is still a practical 
and economical means to get payment. 
But we have noticed an increase of 
finesse and a decrease in the use of 
stereotyped and hackneyed phrases in 


present day collection letter is still 
usually a form letter, but it is more 
businesslike and polite than letters 
used years ago. 

Special cases are now frequently 
handled by personal letters, telephone 
calls and evening visits by the propri- 
etor or manager. 

The following letter, sent out by a 
New York City shop, one month after 
the account has been past due, em- 
phasizes the fact that a charge ac- 
count offers special privileges not en- 
joyed by all the store’s customers and 
that the continuance of a high stand- 
ard of service depends on the cooper- 
ation of the customers in respect to 
prompt payment of accounts: 

“Dear Madam: 

A charge account increases the en- 
jeyment and convenience of our busi- 
ness relations and enables us to ren- 
der a more personal service than 
would be possible through any other 
medium. 

To maintain a high standard of 
service we are obliged to require rea- 
sonably prompt adherence to our 
terms requiring 30 days settlement. 
To this end we will appreciate the 
courtesy of your prompt attention to 
the enclosed statement indicating a 
balance of 


Cordially yours,” 


Have any other retailers got any 
sure-fire collection letters that we can 
publish? 





Leonard Mandel, left, ad- 
vertising manager and mer- 
chandise coordinator, and 
Maurice Mandel, general 
manager and secretary-trea- 
surer of the firm. 


MIANDEL’S in Los Angeles is a successful father and 
son enterprise. Maurice Mandel is secretary-treasurer 
and general manager of the company, and his son, 
Leonard, is advertising manager and merchandise co- 
ordinator. 

Mandel’s has long been a subscriber to the RECORDER 
—since 1918, in fact. Maurice Mandel says, “It has 
always been a valuable help, particularly way back in 
our early days, as we followed it religiously on its win- 
dow suggestions. 
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“My personal interest in it for the past few years has 
been Mr. Anderson’s ‘Editor’s Outlook’ . . . I followed 


a good many of his suggestions, and they have always 


proven very valuable. 

“We have always found it a helpful source of informa- 
tion when we have our managers’ and general sales 
meetings. We have been typing excerpts from it, and 
passing it around to each individual salesman and hav- 
ing them sign the copy, as we want to make sure they 


have read it.” 
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iQue 


the shoe lining: 
for active feet | 
is used in 


ARCH PRESERVER 
SHOES Jor Actiue Men 


The two naturally go to- 
gether, for FLEXNAP, the 
scientifically processed, one- 
piece vamp lining provides 
cool, “air-conditioned” com- 
fort and lasting protection 
against perspiration damage. 
The dealer gets added selling 





power, the consumer bene- 
fits. There’s no extra cost. 


Let us send you the whole story 
on FLEXNAP. See what it can 
do to help you sell more shoes. 





W.S. LIBBEY 
COMPANY 


EWISTON e MAINE 





Studies Merchandising and 
Defense Program 


New YoRK—To an audience of more 
than 400 fashion-minded, advertising- 
conscious men and women, Paul S. 
Cherington, of McKinsey & Company, 
and John P. Cunningham, vice-presi- 
dent of Newell-Emmett, made some tell- 
ing remarks on the changing market 
for merchandising style goods and how 
to direct merchandising and advertising 
copy in it. These were the speakers at 
the regular monthly luncheon meeting 
of The Fashion Group, held recently at 
the Hotel Astor. 

Two-thirds of the more than 30 bil- 
lions of dollars which will be spent in 
our defense program will go to labor, 
said Mr. Cherington, and this excess 
income will be spent not for government 
savings bonds, but for extras—food, 
personal adornment, “gim cracks.” With 
the changing movements of wealth, 
away from Fifth Avenue mansions, 
yachts, multiple servants to more sim- 
ple living and cautious spending, the 
rising social habits of the working 
classes are rapidly edging up to the 
goods normally enjoyed by the wealthy. 
To this leveling of social habits, nar- 
rowing the distance between the groups, 
style merchandise must be increasingly 
directed. 

Mr. Cunningham covered the field of 
advertising copy. His talk conveyed the 
impression that a government tax on 
advertising would be unwelcome, and 
possibly remote. He did, however, urge 
among the many copy-writers and ad- 
vertising executives present that care 
be exercised now to remove any sus- 
picion in the public’s or the adminis- 
tration’s mind of the wastefulness of 
advertising programs. The scarcity of 
paper and wood-pulp, he said, is more 
or less imminent, and should be borne 
in mind when preparing department 
store copy. 

Mr. Cunningham felt that the psycho- 
logical changes would have a stronger 
influence on advertising than the com- 
ing economic changes; of these psycho- 
logical factors, wastefulness would 
probably be the most important against 
which we must guard. 


A. J. Bates Making 
Helmet Linings 


WEBSTER, Mass.— Having been 
awarded a contract to manufa‘ture 
800,000 leather linings for Army hel- 
mets, the A. J. Bates Company, well- 
known shoe manufacturers, are now 
operating an additional plant in North 
Webster, the entire capacity of which 
is devoted to fulfilling this contract. 

F. I. Sears, president and treasurer 
of the company, recently celebrated the 
39th anniversary of his connection with 
the company, having joined its staff in 
1902 as a young man. Shoe manufac- 
turing has been at capacity since last 
September, it is announced. 
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ATTENTION 


AMBITIOUS 
RETAIL SHOE SALESMEN 


How would you like to operate 
a Health Spot Shoe Shop and 
draw a regular salary PLUS a 
liberal share of the profits? 


You can average as high as 75 
to 85 per cent of the profits 
after operating costs are paid. 
This includes a nominal charge 
for inventory control services 
and such other services as are 
rendered to help you operate 
successfully and profitably. 


This plan has unlimited possi- 
bilities for you, provided you 
have a lot of energy and enthu- 
siasm and are anxious to make 
good. 


Health Spot Shoes, combined 
with your own ability to make 
an intelligent presentation and 
follow through with accurate 
fittings, will build you a fine 
following of satisfied customers. 


As the store’s volume increases, 
profits go up and so does your 
income. 


Here’s YOUR opportunity to 
prove to yourself what YOU 
can do. 


There is no investment required. 
You must have retail shoe sell- 
ing experience and know how to 
get along with customers. 


If you have these qualifications, 
send for an application blank 
today. You may be selected. 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 
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Clean Stock a ‘Must’ for Suburban Store 


[CONTINUED FROM PAGE 17] 


deavor to avoid duplication in the total 
selection. 

Buying from a single resource in 
style shoes, in corrective lines, in spec- 
tator sport patterns and in play shoes 
has these proven advantages as far as 
this store is concerned: 

1. A more satisfactory operation on 
a much smaller stock. 

2. A better balanced program on 
styles and sizes. 

3. Greater factory cooperation. 

4. Shoes in each field all fit the same, 
so we get to know the fitting quality of 
the lasts. 

For example, one can go into one 
proven line, then make a program of 
$8.95 retailers; one of $10.95 retailers 
which is entirely different from the 
other, then a few very distinctive shoes 
to retail at $12.95. 

In this store, and in every store that 
I have studied, the big problem in sell- 
ing shoes right is in having shoes which 
fit right. 

A certain way of meeting this condi- 
tion is only buying proven lasts, pat- 
terns and bases. Building a complete 
stock around a satisfactory base en- 
ables a store to have lasts and patterns 
on which the shoe fitters are completely 
familiar with every detail. 

This Spring’s stock, bought on one 
style base, breaks down as follows: 
$8.95 retailers, 14 ways; $10.95 re- 
tailers, 10 ways; $12.95 retailers, four 
ways. 

Buying this way gives a relatively 
small store an opportunity to carry at 
least one size in some “sure fire” fitter 
in every size within reason. It also has 
the advantages of being able to show a 
patron several different shoes, knowing 
full well they will all fit alike, with the 
result that many multiple sales are pos- 
sible. Many sales are saved by switching 
a patron from a pattern under con- 
sideration—when out of the needed size 
—to another pattern with the mental 
assurance of its fitting correctly. Shoe- 
selling is greatly speeded up, with sales 
increased, and that is a condition to- 
ward which all shoe merchants strive. 

If an unsatisfactory fitter is bought 
several ways and we get stuck with it, 
it hurts. On the other hand, there is 
always a sale for a shoe we know will 
fit properly. Experimentation is made 
in a small way on new bases. If they 
prove right, then they are bought right. 
We little fellows cannot afford to make 
buying mistakes on shoes which do not 
fit our own trade properly. 

In a community such as Westwood 
Village, where competition is so keen 
and where there is such a discriminat- 
ing buying public to serve, it is neces- 
sary for a store endeavoring to do a 
fashion job to have a reasonable num- 
ber of “window” or “advertising” shoes. 
If we were buying from many sources, 
we could not afford to play with ex- 
treme novelties. Now by purchasing 





high styled novelties on a proven base, 
it is a certainty there will always be 
somebody who will buy them, as we 
know the shoes will fit. 

According to research figures de- 
veloped by national authorities on mar- 
keting, the immediate trading area 
around our Village is one of the richest 
in the country, measured by actual per 
capita buying habits. Our Village post 
office serving just our immediate com- 
munity does an annual $200,000 busi- 
ness and sells more savings bonds than 
any other post office in the United 
States. 

Possible shoe patrons from this sec- 
tion are within easy trading distance of 
downtown Los Angeles, -Hollywood, the 
exclusive Beverly Hills sector and the 
Wilshire Miracle Mile district. These 
women know their fashions and their 
values. 

With this background, it is obvious a 
store such as ours must merchandise its 
stock sharply. Buyers’ mistakes must 
be rectified immediately. Just so many 
pairs of shoes can be sold by us in our 
community, so if we have too much old 
merchandise, the constant needed flow 
of new merchandise is halted. A little 
store needs to take sharp necessary 
mark-downs in order to keep its pair- 
age down to the proper amount. 

In a community or neighborhood 





Bundles for Britain 





Ben Leiber, operator of the Cinderella 
Shoe Shop, Gastonia, N. C., is shown 
here standing in front of his store beside 
shipping boxes containing 250 pairs of 
women’s and girls’ shoes which the store 
is donating to “Bundles for Britain.” 
The gift of 40 pairs of shoes to the 


same cause by the Raylass Department: 


Store of Gastonia has also been an- 
nounced by Mrs. M. B. Wales, “Bundles 
for Britain” chairman for Gaston 
county. 
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store, the same people note our windows 
and go into our stock week after week. 
The stock must be kept fresh, attrac- 
tive and free from dead wood every day 
in the year, regardless of the amount 
of effort and the number of markdowns 
necessary to do this job properly. Im- 
mediately after the close of the Janu- 
ary sale 48 pairs of odds and ends, 
which comprised the entire stock of 
these undesirables, were cleaned out to 
a job lot dealer for a dollar a pair. 

When cleaning house of a line or a 
group of unwanted shoes, a constant 
regrouping of retail prices has been 
found to be good practice in order to 
find a level at which the shoes will sell. 
Our only solution to the problem of 
moving them out is to find a price which 
is attractive to our public. 

If I operate on a maximum stock of 
2000 pairs and 500 of these are old 
stock, I know I can not buy new mer- 
chandise. 

New merchandise is the life and vital- 
ity of every store. 


Bootmaker Finish 
[CONTINUED FROM PAGE 15] 


tator types which were the first to be 
given the antique finish. 

More leathers, more color effects and 
also more types of shoes are all in- 
cluded in the new Fall antiqued shoes. 
Dressier shoes are now being given this 
finish. The result, especially on a smooth 
leather, is often just to give the whole 
shoe a darker color. Used on a medium 
brown the result may be a very dark 
brown, an even all-over color. Used on 
wine, the result is a cordovan color. A 
glazed surface becomes duller with this 
treatment. 


Remarkable Response 


Among style-minded shoemakers 
everywhere there is keen interest in 
these stains. They give a smart new 
look to accepted styles. They are in line 
with the trend to simpler detailing . . . 
already noted in the style pages of the 
last issue of the Recorper. They are a 
new phase of the trend to the polished, 
stained shoe. The new Fall 1941 name 
will be “bootmaker” to distinguish the 
new stains from the Spring “antique” 
finish with its more opaque character. 
Someone has already called it the “tack- 
room” finish. It all goes back to the old 
cordwainer idea, to the custom made 
shoe. In fact, the new bootmaker finish 
has a hand ragged look like the old cus- 
tom made shoe. It is important to note 
that the finish is put on at the shoe 
factory in the treeing room. Handbags 
have been made to match and the whole 
idea promises to be an outstanding part 
of the Fall style picture. 
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COLLEGE Cue Ms 


“FAMOUS.-FOR.FIT” 


Official P.H.D. Nurses’ Oxfords feature seven eyelets, 
left and right quarters, one piece vamp and tongue, 
long inside counter, left and right steel shank. 


San. Ce” We RE A: 





Features for Fit—Features that Sell 


No. 1240 
White Elk 


AAA 5'/-10 
AA-A | $3.40 
BC 49 


2% 15; Net 30 


SHOE MFG. CO. 


Milwaukee, Wis. 


PRESTIGE AND PROFIT” 





Psychology and Shoes 


[CONTINUED FROM PAGE 19] 


they can save themselves a lot of bother and worry if 
they'll just let me decide what they need. It gets them 
into the habit of always coming to me, when they’re 
looking for shoes. 

“Besides,” he went on, “I bear down a lot on the per- 
sonal angle—make each woman feel she’s an individual 
whose problem I’m interested in—not just another cus- 
tomer. I talk a lot about your type of foot, your cos- 
tume, I call her by name several times, during the fitting. 
In fact, I know the name of almost every woman I’ve 
ever written a sales check for.” 

Fred snorted. “Lucky guy—to have such a memory!” 

“I’ve got a rotten memory, about most things. But 
when I write out the name of a new customer—boy, I 
concentrate on that name. I look hard at it and at the 
customer—I pronounce her name—I spell it out loud. 
I repeat it again when I’m saying goodbye. 

“All that personal stuff, and advice, takes a lot of 
time,” Fred pointed out. 

“No, it doesn’t—it saves time! Look at Mrs. Beam, 
for instance. I talked a lot to her—but I only had to try 
on three shoes. Sometimes I show ’em only one or two. 
Business women, especially, appreciate the fact that 


they can save precious shopping time by coming straight 
to me. 

“Besides, I hardly ever have a walk-out. When a cus- 
tomer lets me pick out her shoes for her, I’m darn sure 
I pick a shoe we have in her size. 

“Remember Mrs. Beam asked for a black leather 
pump? Well, I was sure I didn’t have her size in a 
high-priced pump. I might have had it in our $6.50 
pump—but there’s not much commission in that. 

“The shoe I sold her was $12.69, and there was a 
P.M. on it, too. Total commission, 13 per cent, or 
$1.65.” 

“Huh! Not bad!” said Fred. 

“But remember, kid,” Don continued seriously. “I 
play fair. I work off P.M.’s on a customer only when 
they’re absolutely right for her. I never make her buy 
a shoe that is unsuitable or unbecoming, or a poor fit. 

“She knows she can have confidence in me, too, be- 
cause I know my stuff, I’ve boned up on styles, in dresses 
and coats as well as shoes. I’ve developed good taste. 
I can give her ideas on accessories and color combina- 

[TURN TO PAGE 34, PLEASE] 











REAL SHOW 


BY THE SALESMEN 


FOR YOU 


MR. RETAILER 


@ Over 250 Outstanding Lines, Style Show, 
Entertainment, Luncheon and Banquet 


@® For Reservations address all communica- 














PEARLS 
LOOK LUSTROUS 
WHEN STAGED 


TO SELL 


sales 


look smarter 
when staged on 


MOHAWKS 


With pearls or pumps, better staging means better sales! 
That’s why Mohawk Carpets—rich in color, design and 
effect—are the choice of leading shoe retailers. The deep, 
soft pile of Mohawks urge testing steps toward sales slips, 
too! And Mohawks are built to keep their good looks for 
years. They are priced, styled, colored and woven to fit 


maintenance budgets for your store. Write Mohawk be- 


fore recarpeting. Mohawk Carpet Mills, Amsterdam, N.Y. 


oe" 


DESIGNED TO SELL SHOES 
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“Cowboy and Moccasin Styles 


Smartest and most popular of styles for the growing girl 

this year are the saddle oxford . . . note cowboy detailing 

on saddle . . . and the Norwegian moccasin type. Shoes 

by the Brown Shoe Company, made of White Yucatan 
and Ranger tan from Monarch Leather Co. 





Psychology and Shoes 
[CONTINUED FROM PAGE 33] 


tions. If I’m trying to sell her a spice shoe, for in- 
stance, I explain how she can wear it with brown, neu- 
tral or beige. Or perhaps I suggest she can get a 65-cent 
pair of gloves to match her shoes—and she'll have an 
ensemble. 

“You see, when I sell rather extreme, high-style shoes 
to a customer, I want her to be really enthusiastic about 
them. 

“I don’t want her to go home and say to her family 
and friends, sort of anxiously and doubtfully, ‘I got these 
shoes today. They’re the latest thing—but—I don't 
know—what do you think of them?’ 

“Heck—with an introduction like that, her friends 
would be pretty apt to say they didn’t like them much. 
Then I'd have another pair of returns on my hands. 

“Instead, I want my customer to say, “These shoes are 
the very latest thing—I’m crazy about them! Aren't 
they smart? Aren’t they adorable?’” 

Don chuckled. “Well, with a buildup like that, most 
friends will say, sure, they like the shoes! But even if 
they don’t agree, it won't matter much. If my «us 
tomer’s been thoroughly sold on those shoes, a nast) 
crack or so about them isn’t apt to change her mind 

“That’s why—” Don concluded, “my percentag: 0! 
returns is so low. When I sell a pair of shoes—brother. 
1 aim to have them stay sold!” 
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THIS WEEK 


Saturday, March 29, 


IN THE SHOE TRADE 


1941 


National News 





Recommend Repeal of Miller-Tydings Act 





Consumer Adviser for National Defense Advisory Commission 
Joins with Assistant Attorney General Arnold in 
Advocating End of Price Maintenance 


WASHINGTON—The consumer adviser 
for the National Defense Advisory 
Commission has gone on record in 
favor of repeal of the Miller-Tydings 
resale price maintenance law as a 
method for restoring “the effe-tiveness 
of the anti-trust laws in dealing with 
certain types of price fixing activities 
which the law now permits.” 

In endorsing repeal of the price 
maintenance statute, Miss Harriet 
Elliott, consumer member of the Com- 
mission, joined hands with Assistant 
Attorney General Thurman Arnold, 
head of the Justice Department’s anti- 
trust division, who recently appeared 
before the Temporary National Eco- 
nomic Committee and unqualifiedly 
called for repeal of the law, thus end- 
ing three years of official silence on 
the subject. 

In a letter directed to TNEC Chair- 
man Joseph C. O’Mahoney, Miss Elliott 
called repeal.of the law necessary to 
deal with emergency situations likely 
to grow out of the defense program. 

“T have followed with great interest 
the testimony and proposals recently 
presented to your committee, and on 
behalf of the Consumer Division of the 
National Defense Advisory Commis- 
sion I should like to add my support 
to certain of the recommendations 
which were made,” Miss Elliott wrote. 
“Because of their direct relationship 
to civilian welfare under the defense 
program, I am especially interested in 
the proposal to repeal the Miller-Ty- 
dings amendment to the Sherman Anti- 
Trust Act, and in the recommendations 
designed to break down certain types 
of barriers to interstate commerce and 
conspiracies to raise the cost of goods 
purchased by the Government: 


“Repeal of the Miller-Tydings Act 
as proposed by the Department of Jus- 
tice would restore the effectiveness of 
the anti-trust laws in dealing with cer- 
tain types of price fixing activities 
which the law now permits. The memo- 
randum prepared in the office of the 
assistant attorney general dated Feb. 
10, 1941, setting forth the grounds for 
repeal of this Act, appears to me sound, 
and I strongly urge that this recom- 
mendation be followed. 

“I favor also the proposal of the 
Department of Justice that Congress 
should enact a statute authorizing the 
Federal Trade Commission to make 
findings of fact as to whether a desig- 
nated local ordinance or state statute 
interferes with interstate commerce, 
and providing that such findings shall 
be accepted as prima facie evidence in 
actions in the Federal courts to enjoin 
the enforcement of any such statute or 
ordinance.” 


Arnold Celebrates 18th 
Year in Business 


LEBANON, Pa.—The eighteenth an- 
niversary of the founding of his boot 
shop at 34 North Eighth Street was 
observed recently by Mark R. Arnold. 
Mr. Arnold is well known in Lebanon 
and is active in community affairs. He 
is a member of the board of directors 
of the North Lebanon Shoe Company, 
commissioner of the Lebanon County 
Council, Boy Scouts of America, a 
member of the Rotary Club, a director 
of the local chapter, American Red 
Cross, and is affiliated with the Cham- 
ber of Commerce. 





Dates to Remember 


Allied Shoe Products and Style Ex- 
hibit, Belmont Plaza Hotel, New 
York. March 30, 31, April 1, 1941 


Official Opening of American 
Leathers and Style Conference 
for Fall, 1941, Waldorf-Astoria 
Hotel, New York. 
March 31, April 1, 1941 


Buffalo Shoe Show, Hotel Statler, 
Buffalo, N. Y. April 20, 21, 1941 


Spring Meeting Tanners’ Council 
of America, White Sulphur 
Springs, W. Va. May 8, 9, 1941 


Introduction of Fall Footwear Fash- 
ions, St. Louis Shoe Manufac- 
turers Association, Hotel Com- 
modore, New York. 

May 11, 12, 13, 14, 1941 


Southwest Fall Shoe Style Show, 
sponsored by Southwestern Shoe 
Travelers’ Association, Texas 
Hotel, Fort Worth. 

May 24, 26, 27, 28, 1941 


Central States Shoe Fair, Sponsored 
by Joint Travelers and Retailers 
Associations, Morrison Hotel, 
Chicago, III. June 1, 2, 3, 1941 


Boston Shoe Fair, New England 
Shoe & Leather Association, Ho- 
tels Statler and Parker House, 
Boston, Mass. June 2, 3, 4, 5, 1941 


Sixth Annual Midwest Shoe Fair, 
Netherland Plaza Hotel, Cincin- 
nati, Ohio. June 8, 9 and’ 10, 1941 


Annual Convention New York State 
Shoe Retailers | Association, 
Onondaga Hotel, Syracuse, N. Y. 

June 15, 16, 17, 1941 


Annual Summer Convention Iowa 
National Shoe Travelers Associa- 
tion, Chamberlain Hotel, Des 
Moines, Iowa. June 15, 16, 17, 1941 


Tri-State Shoe Mart, Pennsylvania 
Shoe Travelers Association, Wm. 
Penn Hotel, Pittsburgh, Pa. 

July 6, 7, 8. 1941 














She Spends Her Money 

Where She Likes— 

and She Likes the 
Store with this 


Better Illumination! 
naka ae tie ied 
FLU eterna RESCENT 













Here’s the modern, Gaeta Eee method of store 
lighting—the cool, brilliant, non-glaring, shadowless 
illumination that attracts customers like a magnet 
and helps them shop in ease and comfort. Merchan- 
dise displayed under GUTH Fluorescent looks 
better—is more appealing to the eye. 






For Fluorescent Lighting at peak efficiency and 
economy, you need the plus values offered only by 
GUTH Fluorescent Fixtures with their scientifically 
designed Reflectors of Diffuse ALZAK Aluminum. 







For true seeing comfort with less eyestrain—for 
more light at lower cost—for a 75% cooler light 
with true daylight color 
quality insist on the 
“Bonus lighting” avail- 
able in GUTH Fluores- 
cent Fixtures. 










Illustrated here are 
two typical Fixtures 
from the complete 
GUTH Line of quality 
products. 


ALZAK ALZAK Reflectors Increase 
tasty intensity of Fluorescent Light 
Lighti ipment is as good as its Reflecting Surface. GUTH 
Fintures = Diffuse ALZAK Aluminum Reflectors, designed to 
deliver up to 25% more light output and insure lifetime permanence. 
GUTH ALZAK Aluminum Reflectors provide a more stimulating 
atmosphere. 


GUTH P-F-C Diffusers 


For any make of Fluorescent 
Lamp — reduces surface bright- 
ness of the bare lamp. Gives a 
soft, pleasing illumination that’s 
extra-easy' on the eyes. 


—~ 1B Detailed Lighting Plan will be prepared 














without obligation. Write today. Also for 
name of GUTH Distributor in your city. 















THE EDWIN F. GUTH CO. 
2615 Washington Ave. : f 


oS) St. Louis, Mo. 
Leaders in Lighting Since 1902 
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Attends Boston Flower Show 










C. F. C. Stout, president and chairman of the board of 
John R. Evans & Company, nationally known as a horti- 
culturist, at the Spring Flower Show in Boston. 


Boston—Boarding a plane in Philadelphia recently, 
C. F. C. Stout, president and chairman of the board of 
John R. Evans & Company, nationally known manufac- 
turers of kid leather, flew to Boston, not to see how 
business was in the Northeast, but to help make a 
success of the Spring Flower Show held here under the 
auspices of the Massachusetts Horticultural Society. 

Mr. Stout, one of the country’s foremost horticul- 
turists, is president of the Pennsylvania Horticultural 
Society. Because of his prominence in this field he was 
invited not only to attend the show but to participate 
in the judging of larger garden units. The arrangement 
of plants and the blending of colors in gardens both 
large and small has always interested Mr. Stout and in 
this field he is considered one of the outstanding experts 
of the East. 


Sheehan Manages New 
Department 


Mi_wavukee, Wis.—Martin Sheehan, formerly man 
ager of the shoe department of the Golden Eagle store 
in Janesville, Wis., has been named manager of the 
Freeman shoe department in the Stumpfs store, which 
staged its formal opening here March 1. 

Stumpfs, men’s clothing store, has moved to new 
quarters at West Wisconsin Avenue and North Second 
Street, and has added a new shoe department, locate: 
on the balcony of the new store. Mr. Sheehan is su:- 
ceeded at the Golden Eagle by John Helfrich, formerly 
of Milwaukee. 
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SPORTS 


moccasin | AT ONCE DELIVERY 


CAN YOU BEAT THIS PRICE? 


@ Genuine Leather Uppers 
@ 9% lron Panco Orthopedic Rubber Soles ea 











@ Rawhide Laces 
@ Raised Moccasin Toes 
@ Rolled Collers 


18 STYLES IN STOCK 
Send for New Catalogue Series 111 


The Arnoff Shoe Company, Inc., 101 Duane St., N.Y. C. 




















sil; : had wide experience in the men’s shoe 

New Phillips Store im Kentucky field. He is assisted in buying his 

aN ; men’s shoes by Robert (Dixie) Rat- 

cliffe; women’s shoes are bought by 

Hugh J. Brown, and the children’s and 

growing girls’ by H. S. Bell. The staff 

includes Walter Alexander, John Mey- 

ers, Wyatt Quisenberry and Roland 
Eason. 

The store is handsomely appointed. 
Walnut is used for the woodwork, 
cases and furniture. The women’s 
chairs are upholstered in red fabric, 
and the men’s in red leather. The en- 
tire first floor is carpeted in green. 

The store has two floors; men’s and 
women’s shoes are carried on the first 
fioor; children’s and growing girls’ on 
the second. Both heat and air condi- 
tioning are regulated by a combination 
refrigerating and heating plant. Light- 
ing is by means of modern fluorescent 
lamps. 


Oldest Store Closes Doors 
NIAGARA FALLS, N. Y.—The Lynch 


This attractive new family store is located in a spot which for over 20 years shoe sree, oldest shoe store on the 
has been devoted to retailing better grades of shoes. Mr. Phillips reports that Niagara frontier, closed its doors, re- 
business has been most gratifying since the opening, and that Fall business is cently after 85 years in business. The 

most encouraging. stock was sold to a Buffalo store. Paul 


Blessing, manager, has joined the sales 

LEXINGTON, Ky.—The new Phillips shoes, and William C. Stagg is secre- forse of Edward M. Flynn, at 1811 

Shoe Store, 107 East Main Street, was_ tary. { Main Street. Edward M. Flynn is a 

recently opened here. Thomas M. Mr. Phillips has been in the shoe past vice-president of the New York 
Phillips is president and buyer of men’s business for the past 30 years and has’ State Shoe Retailers’ Association. 





The easiest and most economical way to 
reach the Consumer is through Point-of- 
Sale—the man at the Fitting Stool. 


The easiest and most economical way to 
reach the Man-at-the-Fitting-Stool is 
through the advertising pages of Boot 
and Shoe Recorder. 
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RANGER 


Bur before that it goes hunting, where 
its double construction keeps a pair of 
feet dry and comfortable. And even be- 
fore that, it rings up a good sale on 
some dealer's cash register. Don't over- 
look the possibilities of extra profits in 
the nationally advertised line of Bass Out- 
door Footwear. If you have no Bass cata- 
log, a post card will put one in your 
hands. Order now for plus sales this fall 
and winter. G. H. Bass & Co., Dept. 
BS-1, Wilton, Maine. 


BASS MOCCASINS 





GWIOUA 
IN-STOCK 


COMFORT SHOES 


NOW ... MORE PROFITABLE 
THAN EVER 


67 South St., Boston 
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Interesting New Development In Soles 


New York—An exciting new sole 
for women’s and children’s shoes has 
been perfected recently by Willy Weid- 
ner, well-known shoe designer, with 
the assistance of the Firestone Rubber 
& Latex Products Company. Applica- 
tion for construction patents covering 
the entire process has been made. The 
new sole consists of a regular leather 
sole with a rubber rim. It is consid- 
ered to have important style as well as 
functional features. Saks-Fifth Ave- 
nue, where the shoes are on sale, re- 
ports much interest on the part of cus- 
tomers. 

With all the appearance of a plat- 
form sole, this new construction makes 


the shoe much lighter and more flexible. 
The edging is a fused part of the 
leather sole, not an extra sole thick- 
ness. Another practical advantage is 
found in the increased wearing quali- 
ties of shoes with this rimmed sole. The 
rim acts as a bumper, protecting the 
toe tip and keeping the shoe in better 
shape. A dozen pairs of nurses’ shoes 
with white rims were tested in a pri- 
vate clinic. Like the shoe with the real 
platform sole, these shoes provide the 
area for contrasting color. The rim 
sole takes dyes evenly and cleans 
easily. Other uses in the immediate 
future include children’s shoes and 
play shoes. 





Florsheim Elects 
Three New Directors 


Cuicaco—O. M. Pick, C. G. Hirsh- 
man and Robert Powers were elected 
new directors of the Florsheim Shoe 
Company at the annual stockholders’ 
meeting. All retiring directors except 
S. Einstein were reelected. 

At a subsequent directors’ meeting 
the office of chairman of the board pre- 
viously held by Samuel Goodman, a 
reelected director, was abolished. R. 
L. Seaman was elected treasurer, Je- 
rome Goodman, assistant treasurer, and 
Henry Gadski, comptroller. Other of- 
ficers were reelected. 


Back on Job 


Cotumsus, Ga.—Sam Neel, well- 
known Columbus shoe dealer, is back 
at work following a serious automobile 
accident which he suffered during the 
Christmas holidays. He spent more 
than two months in the hospital and 
convalescing at home. 


Detroit Retailers Meet 
and Elect Officers 


Detroit, MicH.—The Detroit Retail 
Shoe Dealers’ Association held their 
annual meeting recently at Cliff Bell’s 
cafe with a good attendance of leading 
shoe merchants and buyers. Outstand- 
ing was the attendance of an unusually 
large proportion of men from suburban 
or outlying stores, including two 
large chain organizations, Montgomery 
Ward, and Sears, Roebuck. 

Major event on the meeting agenda 
was the election of new officers, with 
Walter Magee of Crowley, Milner and 
Co., elected president; Guy Dixon, J 
L. Hudson Co., vice-president; Adolph 
Goetz, Russek’s, reelected treasurer; 
and Sam Plotler, Original Sample Shoe 
Store, secretary. 

New directors are: William Hoffman, 
Hoffman Shoe Store, Highland Park; 
R. A. Becker, Montgomery Ward Gra- 
tiot Avenue store; Fred Sherman, 
Sherman’s Shoes; and Calvin Conrac, 
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STYLE TREND 
Points Toward 
BUCKLED SHOES 
FOR MEN! 


Ever since the introduction 
of the “jodhpur-type” shoe 
about a year ago, American 
men have been buying more 
and more shoes with the in- 
built comfort which only a 
strap-and-buckle closure can 
give. They’ve respon 

and will respond — to the 
various clever adaptations of 
the original design. 

North & Judd has worked 
with many manufacturers in 
the development of this shoe, 
and knows about the buckles 
it requires. The buckles 
must be clean-cut and mas- 
culine in appearance, sturdy 
enough to stand unusual 
strains (but not heavy) and 
finished durably enough to 
look well for the life of the shoe. 


New York .. Boston . . 


Philadelphia . 
Los Angeles .. San Francisco 





Write or wire today—let North & 
Judd suggest the buckles you need. 


NORTH & JUDD MFG. CO. 


NEW BRITAIN, CONNECTICUT 


. Chicago .. St. Louis .. 














100 GOLD STREET .... 
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NEW CASTLE DIVISION 


8 


ALLIED KID COMPANY 


BORDO KID 


new, distinctive, hand-boxed kid 
with a subtly-patterned surface.... 
Created to pany the simple, 
dr ker-touched clothes of a 
busy Fall. ... Adaptable to all 
types of town shoes—for elasticiz- 
ing wall lasts and plateau effects 
... beautifully colored through and 
through. ... 











BLACK, BLUEJACKET, 
OAKWOOD, RICO BROWN 


NEW YORK CiTYy 











merchandise supervisor of Sears, Roe- 
buck. All were elected for three years. 

In addition, Ed Dickson, Ernest 
Bradshaw, John Plunkett and Robert 
Isberg retain office for two years; and 
Guy Dixon, David Lieberwitz, J. D. 
McSweeney and Clyde K Taylor for 
one year. 

An award for the best program of 
Fall shoe advertising was announced 
by Ralph Terbille of the Detroit News, 
with all merchants urged to submit 
their tearsheets of last Fall’s campaign. 
The award will be based upon typog- 
raphy, appearance, subject and con- 
tinuity. 

A guest of the evening was Jack 
Temple, formerly of the Temple Shoe 
Store, who is now in the restaurant 
business. 

Retiring Secretary Leonard Hack 
presented a detailed report of the 
year’s activities, among which were a 
series of association luncheons, and a 
two-weeks’ course on Selling Women’s 
Shoes, conducted by Wayne University. 

President Magee announced a pro- 
gram to increase membership, and ex- 
pressed the objective of increasing the 
association’s entertainment program to 

a more universal appeal to shoe 
men with the goal of a far wider mem- 
bership among neighborhood stores. 

A proposal to establish a shoe men’s 
club was discussed at length. Consen- 
sis of opinion appeared to strongly 
favor establishment of permanent club- 


rooms here. The officers were in- 
structed to conduct an investigation 
into the matter. 


R. P. Jones Lends 
A Helping Hand 


MILWAUKEE, Wis.—R. O. Crossley, 
who has covered Michigan for the 
Huth & James Shoe Co., makers of 


R. P. JONES 


“Modern Miss” footwear, was suddenly 
stricken with a serious ailment a short 
time ago which necessitated his going 
to a hospital. Having undergone a suc- 
cessful operation, Mr. Crossley is now 
well on the way to recovery, but his 


convalescence may require a period of 
several months. 

Into the breach to do what he could 
stepped an old acquaintance of Mr. 
Crossley, R. P. Jones, a tried and true 
shoe representative in every sense of 
the word. After having been with 
“Enna Jettick” for many years, Mr. 
Jones was about to lead a life of re- 
tirement in Florida when he heard the 
bad news from one of Mr. Crossley’s 
good accounts. On the impulse he of- 
fered to help out and, needless to say, 
his gracious offer was promptly ac- 
cepted by the firm. The many friends 
of both Mr. Jones and Mr. Crossley in 
the State of Michigan will be glad to 
learn of the arrangement. 

Mr. Jones has traveled in the State 
of Michigan for 25 years; 10 of which 
were spent with the Lunn & Sweet 
Shoe Company, Auburn, Me.; 3 with 
M. N. Arnold Shoe Company, and the 
past 11 years with “Enna Jettick.” 


Expect Big Showing 
at Buffalo Show 


BuFFALO, N. Y.—The Buffalo shoe 
style show which is to be held at Hotel 
Statler, Sunday and Monday, April 20 
and 21, promises to be one of the larg- 
est ever held. The entire third floor has 
been reserved for the shoe men, and 
many manufacturers have signified 
their intention to display their new 
lines. 
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Meet the feet and be good friends, 
See that their discomfort ends. 









— 


o—4' 


Women's Shoes 











—— 





Easiephit Shoes for Busy Feet 
IN STOCK 





No. 554 
Write jor Catalog 


ABBOTT SHOE CO. No. Reading, Mass 
ESTABLISHED 18655 
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Shoe Men Support Anti- 
Scare Ad Campaign 


JACKSONVILLE, Fia.—Shoe retailers 
here have pledged their support to the 
Jacksonville Chamber of Commerce in 
a campaign to prevent the use of 
“scare” and “price raise” advertising 
during the next few months. The cam- 
paign is part of a national effort to 
stabilize prices. 





Hack Shoe Co. Celebrates 


Silver Anniversary 


Detroir, MicH.— The Hack Shoe 
Company celebrated its first quarter- 
century on Tuesday, March 25, with 
a Silver Anniversary Open House. The 
company was established by Nathan 
Hack, well known in the field of correc- 
tive shoe fitting and designing as well 
as a contributor to shoe trade papers, 
and has been in its present location on 
the fifth floor of the Strob Building 
since 1925. 

The company has consistently spe- 
cialized in the fitting of shoes on pre- 
scription, and the special problems en- 
countered have led to the development 
of new ideas and inventions in shoes 
and shoe work. 

Vice-president of the company is Dr. 
Morton Hack, D.S.C., a son, who is 
following in his father’s literary foot- 
steps as well, being a contributor to 
several chiropody journals; and an- 
other son, Leonard Hack, is se-retary 
and treasurer. 
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MRS. DAY'S IDEAL BABY SHOE CO. 
DANVERS, MASS. 
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Plan Program for Central States Fair 











Officers and delegates from various associations attend the third meeting of 
Central States Shoe Fair, held recently at the Morrison Hotel, Chicago. 
Seated, left to right: Curtis Johns, George Slater, Roland E. Lips, chairman, and 


U. K. All 


en. 


Standing: Barney Coens, W. L. Drummond, E. H. Dickinson, Oscar Thureen, Carl 
Verburg, Joseph Messner, Harry C. Bantlin, ira Mack, Sid Armstrong and Otto 


Dumke. 


Cuicaco, Int.—A _ well-rounded pro- 
gram of entertainment and education 
is now shaping up to be offered to re- 
tailers attending the Central States 
Shoe Fair, to be held in Chicago at the 
Hotel Morrison, June 1, 2 and 3. Addi- 
tional arrangements were made at a 
meeting of representatives of the 
various associations interested, held 
March 16. 

A banquet and style show on Monday 
night and a luncheon on Tuesday, to 
be addressed by a famous speaker, are 
on the scheduled program. George 
Slater, executive secretary and trea- 
surer, announces that sample rooms on 
five floors have been reserved and space 
is now being filled on a fifth floor. 
Interest in the Fair is not being con- 


fined to the Chicago area alone, for let- 
ters from retailers are coming in from 
western and northwestern states. Eight 
retail and traveling groups are par- 
ticipating in the event, which is char- 
acterized as the first attempt to bring 
the traveling man and retailer directly 
together in a major event of this type. 
Members of the executive board, headed 
by Roland Lips, chairman, emphasize 
the fact that the event will be oper- 
ated in accordance with all ethics and 
standards maintained by the National 
Shoe Travelers Association. 


Boston Shoe Club Meets 


Boston, Mass.—More than 100 mem- 
bers and guests attended the March 
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1 BELLAIRE 


29E SHO! 
Smart Biues | 
and Whites and Blacks 
Carefully tailored: With Bellaire’s L 
patented cushion-comfort features; 
and with Bellaire’s patented Foot- 
loose Process of the new, re- 


markable 
GLOVELY 
1566N--Blue Kid 
and Gabardine 
1566--Mat Kid 
and Gabardine 
Elasticized AAA to C 


$500 
RETAILERS 


HAMPTON 
1500- Blue Gabardine 
and Blue Calf 
1501--Black Gabardine 
and Patent 
Elasticized AAA to C 


BELLAIRE SHOE COMPANY. PORTLAND, ME. 


F- HOLME TICKNEY 4&6 WALKER. IN 


“Floating Insole” 
Smart,rich-looking shoes,they 
wear well, fit perfectly 


Write for Spring 1941 Catalog 
of In-Stock Styles 


JANEY 


1531--White Kid 
1530--Blue Kid 
1529--Black Kid 


AAA to D 
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meeting of the Boston Boot and Shoe 
Club, held recently in the Copley Plaza 
Hotel in this city. Departing from the 
custom of having a speaker, the club 
presented an entertainer, Henry Ger- 


ald, psychologist. A few members of 
the club were persuaded to allow them- 
selves to be hypnotized; others had 
their thoughts read; and others helped 
the entertainer demonstrate his mas- 
tery of the power of suggestion. The 
meeting was presided over by Frank 
B. Masterson, president and treasurer 
of the club, which is the oldest social 
organization in the shoe and leather 


industry. 


Dunn & McCarthy 
Awarded Safety Plaque 


BINGHAMTON, N. Y.—Dunn & Mc- 
Carthy, Inc., top winner in the safety 
contest sponsored by the Industrial 
Management Counsel of the Bingham- 
ton Chamber of Commerce, was pre- 
sented with a plaque for the greatest 
number of working hours without acci- 
dent. 

Howard A. Swartwood, counsel of 
the Endicott Johnson Corporation, 
made the award as a member of the 
board of directors of Associated In- 
dustries, with which the chamber an- 
tually cooperates in the contest. 

James H. Nolen, superintendent of 
Dunn & McCarthy, Inc., whose Bing- 
hamton plant won the honor, repre- 


sented the firm, and the principal 
speaker was Walter L. Fox, a safety 
authority. 


Heavy Advance Registration 
For Boston Shoe Fair 


Boston, Mass. — “Current advance 
registrations for the twenty-second an- 
nual Boston Shoe Fair on June 2-5, 
conducted under the official auspices of 
the New England Shoe and Leather 
Association, exceed a year ago at this 
time,” said H. O. Rondeau, chairman 
of the .Boston Shoe Fair Committee, 
in a recent interview. “Over two hun- 
dred reservations have already been 
received from leading shoe manufac- 
turers in the industry, and present in- 
dications point to another record- 
breaking Summer show in Boston this 
year.” 

The association’s official announce- 
ment of this Fair has already been 
mailed to 1200 shoe manufacturers and 
members of the allied trades. All ex- 
hibitors in the June, 1940, Boston Shoe 
Fair have been granted the customary 
ten-day option peviod to enter reser- 
vations for the rooms they occupied 
at this show, and upon the expiration 
of this option period all rooms at the 
two official hotels, the Hotel Statler 
and Parker House, will be assigned to 
manufacturers in the order of the re- 
ceipt of their applications. 


New Line in New Salon 


New YorK—At a recent party for 
the press, Delman, Inc., showed their 
Spring Collection simultaneously with 
the opening of their new shoe salon, 
adjacent to the present salons in the 
Bergdorf-Goodman building. 

Highlighted styles were pumps of all 
types; tailored shoes for active wear; 
town and country shoes; red in a group 
of promotional colors; tan in three 
shades, and new evening sandals. 

Among the pumps the suit pump 
with wall last studded with gilt or 
nickel nailhead trims or edged with 
natural rope were outstanding styles. 
The square toe classic pump with new 
“Match Box” trim and medium peasant 
heel was shown in seventeen different 
way in all leathers and all shades. Sev- 
eral neat suit pumps in natural covert 
cloth were combined with contrasting 
calfskin and hand-interlaced with cable 
leather lazing. This treatment is pop- 
ular in certain types of shoes through- 
out the collection. 


Correction 


New YorK—It was incorrectly stated 
in a caption at the top of page 30 of 
the March 22 issue of the RECORDER 
that the wing tip bal shown there was 
made by Roberts, Johnson & Rand. The 
caption should have read Peters Shoe 
Co. 
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Ohio Leather Co. 
Directors Vote Dividend 


Girarp, OnI0—Directors of the Ohio 
Leather Co., meeting recently, voted a 
common stock dividend of 25 cents a 
share and regular preferred dividends 
of $2 a share on the 8 per cent, and 
$1.75 on the 7 per cent stock. Dividends 
are payable April 1 to stock of record 
March 22. 

An order for $100,000 worth of 
leather for making shoes for the U. S. 
Navy has been booked by the Ohio 
Leather Co., Fred H. Becker, sales 
manager, announced. Deliveries will 
begin soon and will continue for some 
months, insuring good operations at 
the plant. The order calls for special 
weights and other requirements for 
the leather, which will be used for 
Navy shoes. Heavyweight calfskins, 
such as those used for the finest grades 
of civilian shoes will be furnished. 
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What’s New 


New Metatarsal Cushion 


The Scholl Mfg. Co., Inc., recently an- 
nounced a new development in foot re- 
lief, Dr. Scholl’s LuPad, a feather- 
weight metatarsal cushion for the ball 
of the foot. They state that anyone 


who suffers from pains, cramps, cal- 
louses, burning or numbing sensations 
at the ball of the foot—and 7 out of 
10 persons do—will find in Dr. Scholl's 
LuPad most grateful relief and walk- 
ing ease. This silky-soft foot cushion 
can be worn with ease in the smartest 
high heel shoes and is washable. 


Third Dimension in 


Shoe Fitting 


Over five years ago Dan F. Hyland, 
inventor of the Arch-O-Graph, rea- 
soned that since no two pairs of feet 


are alike the chance a merchant has of 
fitting feet perfectly with shoes built 
over lasts graded mechanically to pre- 
determined standards of measurement, 
is slim. So he set out to find a way to 
compose the variations in feet to the 
variables in shoes, size for size and 
width for width. Mr. Hyland recognized 
that the dealer had no problem in de- 
termining the proper length and width 
but that he did have one in fitting the 
arch contours of the foot. Now after 


HUSTLE 
WITHOUT 
BUSTLE 


We're hustlers when 
the occasion demands 
but we don’t make any 
noise about it. Our serv- 
ice is as cheerful and 
quiet as it is speedy. 


Emil Eitel 
Karl Eitel 
Otto Eitel 


MAARCK 
teller 


a a. meme t LA SA 








many years of experimenting and test- 
ing, he has developed a practical meth- 
od by which a mold of the bottom of 
each foot is made and transfered to a 
light insole appliance in direct relation 
to the contour of the inside bottom of 
the individual shoe. Mr. Hyland calls 
this the third dimension in shoe fitting. 
The Arch-O-Graph was first introduced 
at the National Shoe Fair in January. 





Shoe Promotion 


Features Linings 


New YorK—A promotion of Walk- 
away shoes with Flexnap linings was 
held here, recently, by R. H. Macy & 
Company. Two display cases in the 
women’s shoe department were devoted 
to showing these shoes, and the signs 
indicated they were being made with 
the special lining that “would not caus 
blisters or rub the skin.” 

The promotion was announced by ar 
ad in a local paper, and was reported 
to have had encouraging results. 


Chicago Store Remodels 


Cuicaco, ILt.—Blitz Boot Shop, 134° 
W. Devon Avenue, one of Chicago’ 
leading neighborhood family stores, is 
being extensively remodeled. Alltera- 
tions will include a new store front an: 
many interior innovations. This stor: 
also specializes in children’s fitting. 
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“E”.— Fuchsia & yellow 
design on white back- 
ground. 


PRICE TICKETS 


A hand lettered in 

ttractively : 

or blanks. Several designs in 
Samples avaliable on 


@ Doz.—$i.10. 12 Doz.—$2.00 
With Store Name Imprinted 
100 theket»—$3.00 
200 tickets—$5.00 


Cheek with order please, un- 
less C.0.D. preferred. 





if you are not re- 
celving our sam- 
ple mailings, just 
write as. 


TIME SAVERS—Colortul 
PRICE TICKETS 
They give your win- 
dows the Professional 
Touch. Also Window 
Cards 8”x14”. 
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Obituaries 


George F. Fischer 


Rocuester, N. Y.—George F. 
Fischer, 75, president of the Consoli- 
dated Shoe Manufacturing Company, 
died from a heart attack, recently, in 
the small plant which he conducted at the 
rear of his home at 94 Bartlett Street. 

He leaves a son, Floyd S. Fischer; 
a daughter, Mrs. Michael Yopiano; a 
sister, Mrs. Mary Hornung, and three 
grandchildren. , 


Henry F. Goos 

PLATTSMOUTH, NeB.— Henry Fred- 
erick Goos, owner of the Fetzer Shoe 
Co., a retail shoe store, here, that has 
been in business for 50 years, passed 
away recently at the age of 66. 

Mr. Goos was brought up in his 
father’s hotel in this town where he 
became acquainted with travelers and 
traders of early days when Platts- 
mouth was one of the largest trading 
centers in the Missouri and Platte 
River valleys, from where many emi- 
gtants and traders from the East 
stocked up with supplies before going 
on to the West. 

After his schooling, he worked in the 
store in which he later became a part- 
ner with his brother-in-law, Joseph 
Fetzer, the Fetzer Shoe Company, as 
it is known today. 


CHICAGO, ILLINOIS 
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Surviving are his widow, one daugh- 
ter and a sister. His widow will carry 
on the business with Clem Wooster, 
who has been employed by the store for 
several years. 


Frank H. Wood 


St. PETERSBURG, FLA.—F rank Henry 
Wood, vice-president and sales man- 
ager of the shoe manufacturing firm of 
Gray Bros., Inc., of Fayetteville, N. Y., 
died recently at his Winter home, here, 
where he was spending his ninth sea- 
son. 

Surviving Mr. Wood are his widow, 
Mrs. Susan Cronk Wood, and three 
sisters, Mrs. Ella Storm, Mrs. Hattie 
Birdsall and Miss Laura Wood, all of 
Newburgh, N. Y. 

Funeral services and interment were 
held in Syracuse, N. Y. 


Francis H. Moore 


Rock Hii, N. C.—Francis H. Moore, 
manager of the shoe department for 
Friedman and Brothers, died here on 
Wednesday, March 12, following a 
heart attack. He was 64 years old. A 
native of McConnellsville, N. C., he had 
been connected with the shoe business 
in Rock Hill for many years, having 
been associated with J. B. Sykes, E. E. 
Cloud and Will Neely, in addition to 
having operated his own store for a 
time. 


George W. Richardson 


DusBuQuE, Iowa — George W. Rich- 
ardson, 81, for many years a salesman 
for the Richardson Shoe factory, here, 
died recently at his home after a week’s 
illness. His father, George, operated 
a boot and shoe factory at Galena, IIL, 
for many years. His wife and three 
daughters survive him. 


John A. Cassidy 


BeLoir, Wis.—John A. Cassidy, 62, 
associated with the retail shoe business 
here for nearly 50 years, died recently 
of a heart ailment following an illness 
of two years. Mr. Cassidy was man- 
ager of the Murkland Shoe Store and 
is survived by his widow, his mother 
and three sisters. 





And Now Slippers for 
Mother and Daughter 


St. Louis, Mo.—The popularity of 
the mother-and-daughter fashion theme 
proved to be a natural again when the 
Famous-Barr Co. promoted new match- 
ing rayon fabric slippers for women 
and girls. A small but interesting ad- 
vertisement introduced these match- 
able and, from the immediate response, 
the mother-and-daughter theme in slip- 
pers is one to watch. 
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Hale Opens Second Store 


Socorro, N. M.—H. H. Hale, owner 
of Hale’s Brownbilt Shoe Store in Al- 
buquerque, opened a second Brownbilt 
Shoe Store here, recently. Socorro is 
the center trading spot of a large 
ranching community. The building was 
entirely remodeled for the new shoe 
store, with windows fluorescent lighted. 
*C. H. Goad, who has assisted Mr. 
Hale in the Albuquerque store, is in 
charge of the new Socorro store, his 
former place being taken by John 
Gibson, of Manhattan, Kan. 
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Shoe Men Preview New Summer Shoes 


Surrounding this bevy of models, reading left to right, are Jack Atwood of U. S. 


Rubber Co., George Bitzer, vice-president, and W. H 
Portland (Oregon) Shoe Retailers Association. 


Harbke, president of the 
At the last meeting of this lively 


city association, a style show was put on for the edification of the hundred mem- 

bers present by Harry E. McDonald, local manager of the U. S. Rubber Company. 

“The party was a big success,” reports Ward B. Brazelton, secretary of the 
association. 





Retailers Hit Anti-Price 
Rise Editorial 

PITTSBURGH, Pa.— The Pittsburgh 
Shoe Retailers’ Association scored op- 
position recently to a local newspaper 
editorial headed “Keep Shoe Prices 
Down.” The editorial stated that the 
trend of prices for cost of shoe produc- 
tion is down and not up, with imports 
of hides in 1940 at the highest level 
since 1929 and hide stocks on hand at 
the beginning of this year larger than 
at the beginning of 1940, so that there 
is no shortage of raw materials. The 
editorial concluded with a warning to 
consumers to challenge every price in- 
crease as a way of keeping costs down, 
demanding proof of the necessity of it. 

Ernest S. Lampl, president of the re- 
tailers’ association, replied to the edi- 
torial in the name of the association, 
refuting the statement that the trend 
of costs is down. 

“It is true,” he said, “that hide 
prices are even slightly lower than last 
year at this time, but it is not true that 
there is no reason for an advance in 
shoe prices.” 

He went on to point out that manu- 
facturers are faced with labor problems 
and rising wages that will come to a 
head in April when labor agreements 
end and the Fall season in factories 
begins, that will be reflected in the 
rising cost of shoes. 

Mr. Lamp! contended that such infor- 
mation as published in the editorial is 
“drastically unfair to local merchants 
when higher prices are inevitable.” 


Quality Firms to Show 
At Vanderbilt 


New YorK — Sixteen quality shoe 
firms will show their new Fall lines at 
the Hotel Vanderbilt on May 11, 12, 
13 and 14, representing an increase of 
four firms over the 12 that took part in 
the joint showing last year. In addi- 
tion to these houses, other manufac- 
turers of quality footwear will exhibit 
at the same time in their factories or 
showrooms. 

This announcement of the New York 
manufacturers showing at the Vander- 
bilt came as somewhat of a surprise, as 
earlier indications were that these 
firms would join with the St. Louis 
Shoe Manufacturers’. Association in 
their showing at the Hotel Commodore 
or at least a nearby hotel as a conveni- 
ence to attending retailers in consid- 
eration of the latter group changing 
their dates from a week earlier to the 
dates agreed upon by the New York 
group. 


Adding Family Shoe 
Department 


Cuicaco, ILL.—A modern family shoe 
department has been included in the 
remodeling program of Leslie’s Depart- 
ment Store, 3527 Armitage, here. M. 
Klein is manager of the departm:nt. 
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South Shore Manufacturers 
Hold Annual Election 


Brockton, Mass.— At the annual 
election of officers of the Southeastern 
Massachusetts Shoe Manufacturers’ As- 
sociation, postponed from the regular 
annual meeting last February, William 
L. Gleason was reelected president and 
was also made chairman of the board. 
In this position he succeeds B. Har- 
rison Cort, president of the Stacy 
Adams Co., Inc., who was one of the 
most active of the group which reor- 
ganized the old Brockton Shoe Manu- 
facturers’ Association and gave it its 
new name several years ago. Lawrence 
B. Russell, treasurer of the W. L. 
Douglas Shoe Co., Inc., was reelected 
vice-chairman of the association. 

Other officers include Donald At- 
wood, of the Regal Shoe Co., Whitman, 
who succeeds as secretary David F. 
Quigley, of the Conrad Shoe Co., North 
Abington; and Chester Williams of the 
C. B. Slater Co., South Braintree, who 
Was named treasurer to succeed Hector 
E. Lynch, president and treasurer of 
Howard & Foster Co., of this city. 


Right Man for the Job 


ALsuquerque, N. M.—The Army 
doesn’t always mix up the draftees, 
a8 for instance, Albert Matteucci, who 


is in charge of the shoe department at 
Fort Sill, Okla., where he has been the 
last six weeks. Albert is the son of 
Pete Matteucci, Sr., and brother of 
Pete, Jr., who own the Paris Shoe 
Store, here. 


Dayton Retailer Joins Army 


DAYTON, OHIO—William R. Craw- 
ford, assistant manager of the Lima 
Store of the Crawford Shoe Company 
of this city, has been called for a year’s 
service as a draftee. He is now sta- 
tioned at Fort Stevens, Oregon. 

Morris’ Bertlestein, formerly in 
Rike’s shoes, was recently released 
from the Parks aviation training school 
at St. Louis because of an eye ailment. 
It developed that each time he went 
into a power dive, he became tempo- 
rarily totally blind. He is receiving 
treatment and is slated to come up for 
re-examination in May. 

Bertlestein has some nine hours of 
solo flying to his credit. He hopes to 
become a pursuit pilot. 


G. W. Johnson Given 
Honorary Membership 


Enpicott, N. Y.—George W. John- 
son, president of the Endicott-John- 
son Corporation, was presented with 
an honorary life membership in the 
Endicott Lions Club. Earl W. Hodges, 
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head of a delegation which called at 
his home, extolled his services for the 
community. 


R. J. Kiley Named 
Wyman Manager 


SoutH BEND, INp.—Chas, E. Speth, 
of Geo. Wyman & Co., has announced 
the appointment of Roger J. Kiley as 
manager and buyer for the new shoe 
department recently opened by the 
store. Children and ladies’ footwear 
is carried by the new department. 


Circular Shoe Shop 
[CONTINUED FROM PAGE 26] 


is finished in its natural color six feet 
from the floor, while above that the 
color is a light shade of rose, with 
blue border. The chairs, which extend 
around the room at intervals, and the 
carpeting carry out the color scheme of 
rose and blue. 

The display case and wrapping desk 
comprise a semi-circle in front of the 
pillar in the center. The purpose in 
placing them there was to have them 
in the nearest location to any part of 
the showroom. The stockroom is sep- 
arate, back of the showroom. 

With opening day came many flowers 
and congratulations and best wishes 
for this important addition to the mer- 
cantile establishments of Rochester. 





[46] 


Clnessfted me Mani hetg 


BOOT ann SHOE RECORDER, March 29, 1941 











SALESMEN WANTED 


SALESMEN WANTED 


BUSINESS OPPORTUNITY 








HERE IS A RARE 
OPPORTUNITY 
FOR 
SHOE SALESMEN 


that have an active following 
among department stores and good 
rated shoe retailers. 


We manoufacture women’s styled 
arch shoes that retail for $4.00 and 
are carried in stock. 


We will consider only men who 
will give us a detailed description 
of themselves, type of shoes, ac- 
counts, and territories now selling. 


Address 67, care BOOT & SHOE RECORDER, 
100 East 42nd Street, New York, N. Y. 








SOUTH EAST 
States from Mississippi to North Carolina 


children’s and growing gi hoes. 
splendid opportunity. Strictly straight 
commission. No objection to non-conflict- 
ing side line. 








Address 106, care BOOT & SHOE RECORDER 
209 Se. State i. 


S ALESMEN for Nationally Known Line 
Athletic Footwear, Moccasins; Golf Shoes; 
Work; Riding Boots, also other items featured 
in attractive 42 page catalog. Ideal sideline for 
established trade. Straight commis- 
sion to start. Territories open: Upper New York 
State, _ oy Pennsy vania, tern, South- 
ern and Western States. Address Box 33, care 
of Boot and Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 


men with 





SALESMEN: New York State, New Jersey, 
Pennsylvania and Southern States to carry 
an instock line of Women’s Sport and Plav 
Shoes, $1.00 to $2.00 retailers. Can be carried 
as sideline. Address $100, care Boot & ~ 
Recorder, 100 E. 42nd Street, New York, N. 





LINE WANTED 


Warten: Fast line evening Sandals, retail 

$4, and $5 for middle and Southwest. 
wel. ‘established - -with- better: trade. Address 
$102, care Boot & Shoe Recorder, 209 So. State 
Street, Chicago, Tl. 








OHIO SALESMAN 


Manufacturer of high grade feature 
line of nationally known branded 
juvenile and young women’s shoes has 
opening for Ohio and adjacent terri- 
tory. An unusual opportunity for an 
aggressive, intelligent salesman to join 
a fast growing business and build up a 
substantial income with full house co- 
operation. Liberal advertising help for 
the dealers and an interesting selling 
plan for you. Please supply full infor- 
mation in first letter—age, experience, 
extent of acquaintance with trade, 
transportation, etc. 


Address 105, care BOOT & SHOE RECORDER 
209 Se. State Street, Chicago, Ill. 














POSITION WANTED 


ETAIL SHOE SALESMAN, twenty years’ 

experience as Buyer, Merchandiser and 
Salesman; Also experienced in display work. 
Will go anywhere. Address $104, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 








AN YOU USE ME)? Available immediately, 

Shoe Store Manager, with proved ability to 
increase sales; still young, with years of expe- 
rience as a business builder and chain store 
supervsior, MAY I HAVE AN INTERVIEW? 
Address $101, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





RETAIL SALES EXPERT: Corrective Shoes, 
age 40; 20 years’ experience, wants posi- 
tion as Manager or Salesman; Excellent refer- 
ences. Address $108, care Boot & Shoe 
rae 100 East 42nd Street, New York, 





FOR SALE 


ESTABLISHED MODERN FAMILY SHOE 
STORE—New Stock, Fixtures, X-Ray Ma- 
chine, good business, excellent opportunity. Out 
side interests necessitate selling. JOE SATEG. 
222 Park eenemend Joliet, Tl. 








FOR SALE: Well established Family Store 
in Virginia. Fastest growing County in U. S. 
Reason for sellinz—Ill health and no other. 
Address $105, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





FOR SALE: In Upper New York State, City 
three hundred thousand population. Women’s 
Shoe Store; Cancellations and Jobs. Clean 
stock, profitable business, reasonable rent. Lease 
well established. Address $107, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 


AST GROWING, FORT LAUDERDALE 


FLORIDA, opportunity, Main Street, New 


building, modern, oe Shoe store, 16 x 90 
ana - annum; lease to responsib! 

WIKER, FORT LAUDER 
DALE, FLA 





WANTED TO PURCHASE 





WANTED X-RAY SHOE FITTER, descrit 

condition, age, time in use and lowest pric 
for cash. AR 
Dept., Cedar Rapids, Towa. 


STRONG’S Basement Sho- 





SHOE STORES WANTED 
i. FOR CASH 
A 4 hildren’s shoes retailing 
jon "$5.00 and up. Short term leases as- 
sumed. Write in confidence to 
A. L. BARIS, Pres. 
BARIS SHOE CO., INC. 
79-81 Reade St., New York 


Unusual references on request. 

















Buyers of Surplus Stocks 


We will oy ome & am 
wo? an ee ee = re 7 


QUANTITY NO eomey 


KIRSCH-BLACHER CO. Inc. 


106 Duane St. New Yort 
Phene WOrth 2-5377 and 5878 




















BUYERS OF 


MANUF ACTURERS—RETAILERS 
SURPLUS STOCKS 


we shoe stock: 
Srandod Stated “ostream 


Write, wire or phone. 


BARSH 
in N. Fourth St. 


CEASAR 
Philadelphia, Pa. 
Phone Market 1666 

















WE BUY 
Entire or 8 us Wholesale and Retail 
Stocks. Alse randed Shees such 1 
Walk-Over, Fiorsheim, Enna-Jettick, Vita!- 
ity, Areb Quality, Bos- 
tonians, Stetson, Red’ Cross, Nunn-Bush, Etc. 


cRY¥IN : BUBIN 
“The Hi 


89 Reade st. Coro Church 
bone Barclay 7-7887. New York City 














The rate 

mum charge, 7: 

When a ee ee hs 
nddress should 
The rate for all 





all other classified 
desired twelve words should be added for the address. In all other cases each word of the 


be counted. 

ae classified advertisements is $5.00 an inch with a maximum of 46 words. 
is payable in advance. 

S* Advertisements for this page must be in our New York office on Friday of 


CLASSIFIED ADVERTISING RATES 
for ee ee ene severe: & 6 cutp per weed Ser ofl, endiplaved, advestionnent. Mini- 
cents. For advertisemen 


ts the rate is 7 cente per word. Minimum charge, $1.25. 


the week preceding publication. 
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Mrs. Will Knight 


PORTLAND, ORE.—Funeral services 
for Mrs. Margurite Miles Knight, wife 
of Will Knight, president of Knight 
Shoe Co., who died Saturday night, 
March 22, after a week’s illness, were 
held Tuesday at 10 a. m. at Portland 
Crematorium. 

Mrs. Knight was a native of Eldora, 
Iowa. They were married in Des 
Moines. She was well known to many 
shoe men who had been guests at the 
Knight home on the river here. Besides 
her husband she leaves 2 daughters, 
Mrs. Marcia Ralston and Mrs. Sarah 
Jane Oliver, also one grandson, Will 
Knight Ralston. 


Good Results from 
Outsize Promotion 


New ORLEANS, La.—Almost doubled 
volume in one of the “problem children” 
of shoe merchandising—outsizes for 
customers of unusual shoe requirements 
—has been accomplished by buyer Sam- 
uel Epstein of the men’s shoe: depart- 
ment at the Imperial Shoe Store in 
New Orleans. 

Like many large independent shoe 
stores, Imperial has made a constant 
policy of stocking complete sizes to fit 
every foot which comes into the depart- 
ment—these running up to 12D and 
larger, and down to the narrowest 
widths in 5’s. Mr. Epstein constantly 
carries nine sizes in every style, a wide 
enough margin of sizes so that only the 
exceptional customer cannot be fitted 
readily. Typical is the fact that 7AA 


ean be supplied in five price ranges 


and in half a dozen styles. This latter 
is maintained to throw off the common 
bugaboo that outsizes and high prices 
go hand in hand, and is backed up with 
consistent advertising in which the 
Imperial Shoe Store points out that cus- 
tomers with overlarge or undersize feet 
do not have to pay a premium to be 
fitted correctly in the men’s shoe de- 
partment. 

All outsize stocks are carried at the 
top and bottom of each stock inventory, 
and are handled as regular merchan- 
dise—thus pleasing the customer who 
knows anything about shoe sizing. The 
result of this has been that the store 
has built up a word-of-mouth reputa- 
tion for the ability to meet any size 
problem. 

This alone is not enough, however, 
Mr. Epstein is convinced, to bring in 
Outsize business. It requires good 
psychology to appeal to such customers, 
accustomed to ordering extra-size foot- 
Wear from mail order houses for many 
years. 

“There is one easily recognizable fact 
on which any shoe merchant can base 
his outsize promotion,” Mr. Epstein ex- 
Plained. “This is the fact that man with 
&n extremely small foot wants a dainty, 
Randsome pair of shoes which will 
Teflect as much style as larger sizes. 


4 


On the other hand, the man whose 
shoes must go over 12 in size is look- 
ing primarily for comfort, and general- 
ly does not worry much how they are 
patterned, so long as they fit. We have 
used this point as the fundamental ap- 
peal of all our outsize advertising.” 
Promotion of outsizes is confined to 
direct mail—but instead of using the 
same mail piece to all outsize prospects 
(names are secured from friends, other 
stores and families) the Imperial Shoe 
Store has split them into carefully- 
worked-out classifications. To the man 
who wears oversize shoes goes a letter 
explaining that the store makes a regu- 
lar policy of stocking his size, charges 
no extra premium to keep them there, 
and wants his business. Played up in 
the body of the letter are such points 
as soft heels, double soles, and ability 
to fit the foot correctly in every case. 
To the man with small feet, the let- 
ter is entirely different—in this case 
mentioning style notes of the season, 
and stressing the fact that popular 
wing tips and novelties of the year 
are duplicated in small sizes, exactly 
as found in regulation stock. The in- 
vitation to visit the store plays up fash- 
ion to the maximum. The result: 50 
per cent response on the mailing pro- 
gram, and a steady outsize volume. 


Shoe Retailers Cooperate 


in Spring Opening 

APPLETON, Wis.—The introduction 
of spring shoe styles got off to an 
auspicious start when the city’s lead- 
ing stores participated in a Spring 
opening March 12 to 15 with a down- 
town musical broadcast from 7 to 9 
o’clock on the initial night of the affair. 

Various stores placed $1 gift certifi- 
cates bearing someone’s name selected 
at random from the city directory in 
their windows as well as in various lo- 
cations inside the stores. Persons find- 
ing their names in the windows or in- 
side the stores and identifying them- 
selves were entitled to select whatever 
merchandise they desired up to the 
value of $1. 


Fair weather contributed to the suc- 
cess of the opening event, which at- 
tracted hundreds of persons to the co- 
operating stores. Shoe retailers par- 
ticipating included Kasten’s Shoes, the 
Big Shoe Store, Ferron’s, Montgom- 
ery Ward, J. C. Penney Co., Heckert 
Shoe Co., Wolf Shoe Co., Bohl & Maes- 
er, Brauers, Petiibone’s and Gloude- 
mans & Gage, Inc. 


In women’s shoes, gabardines are re- 
ported receiving considerable attention. 
Numbers displayed included all-over 
navy gabardine with roll tongue and 
heel of navy patent; brown gabardine 
with saddle calf trim; pin-tucked elas- 
ticized gabardine with black patent 
trim and elasticized gabardines trimmed 
with calfskin. Also being favorably re- 
ceived are black patents, brown and 
biege calf and navy blue kid. 
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MERCHANTS’ NEEDS 








Mexican Huaraches 
EVERY PAIR IMPORTED! 





For SPORT or HOUSE WEAR 


Only Zapotec Mexican Indians weave 
our sturdy, comfortable, smart looking, 
flat-heeled huarache from strips of steer- 
hide leather. Do not confuse this shape 
holding huarache with similar imitations. 
Markings in the leather are quaint de- 
signs and every pair has different weave 
designs. 

SIZES FOR MEN, WOMEN, AND 

GIRLS. 

COLOR: Natural beige steerhide. 

PRICE: $1.30 per pair net 10 days, 
F.O.B. Houston, Texas, men's or women's 
sizes. COMPARE OUR EXTRA QUAL- 
ITY WITH LOWER PRICE. Sample 
pairs on request. Price subject to change 


without notice. 
IMPORT 


JOS E COMPANY 


P. O. Box 2201 Houston, Texas 














A. C, Lawrence Appoints New 
West Coast Representatives 


Boston, MAss.—The A. C. Lawrence 
Leather Company has appointed H. S. 
Stewart and William Harm, Jr., as 
their sales representatives on the Pa- 
cific Coast for their complete line. 

Mr. Stewart will make his headquar- 
ters at 705 San Fernando Bldg., 4th 
and Main Streets, Los Angeles, Calif., 
and Mr. Harm will maintain offices at 
163 Second Street, San Francisco. 


Open New Providence Store 


PROVIDENCE, R. I.—Alexander Lapp 
Co., operating stores in Hartford and 
New Haven, Conn., has opened a new 
store on Dorrance Street, this city, 
selling Red Cross Shoes exclusively. 
William T. Generous, manager, is a 
former manager of a Treadeasy Shop 
and more recently has been with the 
Red Cross Department of the Callen- 
der, McAuslan & Troup Co., this city. 

Exterior of the store is of precast 
marble, with a reddish tint. It is 
bronze trimmed and has a novel light- 
ing arrangement. The sign has a red 
Neon backing of red enamel letters, 
which gives a red silhouette effect 
which is unusually attractive. 

The interior is of light oak finish, 
with 24 chairs of the same. Fluorescent 
lighting is used throughout the store, 
with five units of four tubes each for 
the ceiling, 14 tubes in the display 
cases, and 12 tubes in the main win- 
dow, all enclosed to eliminate glare. 
The floor is covered with a green broad- 
loom rug, with an inlaid linoleum at 
the front of the space. 
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Iowa Travelers Set Dates 
for Summer Convention 


Des Motnes, Iowa—The dates for 
the annual Summer convention of the 
Iowa National Shoe Travelers was set 
for June 15, 16 and 17 at the Chamber- 
lain Hotel, Des Moines, it is announced 
by Harry Stanford, Des Moines, presi- 
dent of the association. 

Plans for the event were made at 
the meeting of the association that 
supplemented the Pre-Easter Shoe Fair 
on March 9 and 10. Jack Clark of Lin- 
coln, Neb., vice-president of the na- 
tional asso‘iation, spoke before the 
group and outlined the duties of every 
member towards supporting the or- 
ganization and building toward its 
success. 

The silver cup, offered to and held 
by the organization of the previous 
year, was recently received by the 
Iowa Shoe Travelers in recognition of 
their record for 1940 and the resolu- 
tion was voiced by the meeting to “see 
the cup still in Des Moines the next 
year.” 


Slater Opens New Family 
Store in Chicago 


Cuicaco, ILL.—A modern new family 
shoe store in a new and thriving shop- 
ping district, Slater’s - Bootery, was 
opened March 8, at 3320 W. 95th 
Street. The new store is managed by 
Albert Slater, brother of George Slater, 
president of the Chicago Shoe Trav- 
elers’ Association, who is also inter- 
ested in the business. Although George 
had the flu the week previous to the 
store op: sing, his fellow shoe travelers 
all lent a hand and helped him get the 
store ready for its official grand open- 
ing. The store features women’s shoes 
from $3.50 to $6.50 and is going to 
concentrate on sales in better grades 
of both men’s and women’s lines. 


Detroit, Mich.—“Business is excel- 
lent,” aid W. Labram, of the Ortho- 
pedic Department of R. H. Fyfe & Co., 
Detroit. “It is due,” he continued, “to 
the increased activity in all the great 
Detroit industries, especially in the au- 
tomobile and aircraft industries. The 
lower type heel is increasing in popu- 
larity, not only in the orthopedic shoe 
but in all lines of women’s shoes. Moth- 
er and daughter can be equally smart 
looking in .a comfortable lower heel 
shoe.” 


Larson Store Remodeled 


Hartan, Iowa — The Larson Shoe 
store, operated by Oliver Larson, has 
been completely redecorated, with much 
of the work done at night so not to in- 
terfere with business during the day. 
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BOOTS AND SHOES 


ABBOTT SHOE CO., No. Reading, Mass 

ARNOFF SHOE COMPANY, New York City 

BASS, G. H., & CO., Wilton, Me 

BELLAIRE SHOE ‘CO., Portland, Me 

BOOTMAKERS GUILD DIV. OF FREEMAN SHOE CORP. Beloit, Wis....... 2. : 
CAMBRIDGE RUBBER CO., Cambrdige, Mass 

COLE, ROOD & HAAN CO., Chicago, Il 

FLORSHEIM SHOE CO., Chicago, Dl 

GILBERT SHOE CO., THE, Thiensville, Wis 

GOODWILL SHOE CO., Holliston, Mass 

GREEN SHOE MFG. CO., Boston, Mass 

GROVER, J. J.. SHOE CO., Boston, Mass 

HEALTH SPOT SHOE SHOPS, INC., Danville, Tl 

HERBST SHOE MFG. CO., Milwaukee, Wis 

JOSE IMPORT COMPANY, Houston, Texas 

MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind 

MRS. DAY’S IDEAL BABY SHOE CO., Danvers, Mass 

NUNN-BUSH SHOE CO., Milwaukee, Wis...................000+---.-+..3rd Cover 
ROBERTS-HART, INC., Keene, N. H 


LEATHER AND OTHER MATERIALS 


ALLIED KID COMPANY, Boston, New York, Philadelphia 
KIEFER, EDGAR F., TANNING CO., Grand Rapids, Mich 


MACHINERY, LASTS, MFRS. SUPPLIES, DRESSINGS, ETC. 


CAVALIER CO., Baltimore, Md 

DU PONT DE NEMOURS, E. L, & CO., INC. Arlington, Del 
LIBBEY, W. S., CO., Lewiston, Me 

LITHOX CORP., THE, Wapakoneta, O. 

NORTH & JUDD MFG. CO., New Britain, Conn 

SPAULDING FIBRE CO., No. Rochester, N. H 

UNITED FAST COLOR EYELET CO., Boston, Mass 
UNITED LAST COMPANY, Brockton, Mass 

UNITED SHOE MACHINERY CORP., Boston, Mass. 


STORE EQUIPMENT AND ACCESSORIES 


GUTH, EDWIN F., CO., THE, St. Louis, Mo 
MOHAWK CARPET MILLS, New York City 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 

BARSH & CEASAR, Philadelphia, Pa 

CENTRAL STATES SHOE FAIR, Chicago, Ill 

HOTEL BISMARCK, Chicago, Tl 

HOTEL LINCOLN, New York City 

KIRSCH-BLACHER CO., INC. New York City 

RUBIN, IRVIN, New York City............- beindeleaheekedineanes st uatetede 


; 
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THE NE SIX STYLES. .arethe LEADERS in Opinion 


of NUNN-BUSH Merchants 


a ee | 


Current Nunn-Bush sales show these six 


J 


styles to be well in the lead in Nunn-Bush 


— 


dealer orders. Four are Double Tans (two of 


_ 


them ventilated) and two are Tan and White 
combinations . . . The group judgment 
of thousands of merchants is worth a mo- 
ment’s pause. Are all six styles in your stock? 


NUNN-BUSH SHOE CO. Milwaukee « New York « San Francisco 


Nunn-Bush 
Anble fashioned 
Ox ods 


Most Siyles 


$850 1. $1,250 


CORONADO Last STANFORD Las 
Style No. 376 Style No. 473 
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if uty didnt Mom buy me Stride Fite Shoes! 


Well, young man, perhaps yours is one of the few towns where there is no 
Stride Rite dealer. We are sorry .. . for you, because Stride Rite shoes 
certainly fit better and help young feet to grow properly. Sorry, too, jor 
the retailer who doesn’t realize that the superior quality and exceptional 
fitting of Stride Rite shoes builds better juvenile shoe volume in any com- 
munity ... and that Green’s unfailingly prompt and accurate stock service 
reduces inventories and increases turnover . . . hence helps profits. 


Now, if you will send us the name of the best shoe store in your town, we 
will gladly give full particulars about Stride Rite shoes and, for reference. 
the names of nearby stores now carrying them. Write 


GREEN SHOE MFG. CO. 960 HARRISON AvE., Bost 








